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Six presidents’ wives tell — 
How your wife can back you in your job pase 35 
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the preferred furniture of great and growing organizations 
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'an investment in lasting beauty and comfort 
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Whether you’re expanding your office, 
opening a branch, or bringing present 
quarters up to date, matched Royal seats 
ing should rank high on your list of 
absolute “musts’—for no other invest- 
ment can add so much to the comfort, 
appearance and efficiency of your busi- 
ness home at such a small dollar outlay, 
And, because all Royal seating is built 
around sturdy steel frames, they will 
look better, remain more comfortable, 


and last far longer. 








before you buy, 
see these dramatic 
Park Avenue chairs... 
by 


...- AT YOUR DEALERS NOW 
In wide choice of modern upholstery fabrics, colorful metal 
finishes, or write for free ‘‘Park Avenue” Catalog. 


tohe Va |e Vee ely Voma tl ii, [cmete) iy .N, bf 
One Park Avenue, New York 16, New York Dept. 4-H 


FOR THE SECRETARY 


Fully jju 
1 eff er 1280 S¢« 
tarial Posture Chair 
Under $40" 


FOR THE EXECUTIVE FOR THE CONFERENCE ROOM FOR THE JUNIOR EXECUTIVE 


Impressive, comfortable, Comfortable, modern, dis- Long on comfort, low in 
Wah daar-lalemaaelelel-1emme- liste h mela i apaven hd: Mar-lalemiaelelel:remya-lialen cost. 1202 Armless Swivel 
cushioned arm rests. 1201 or cushioned arm rests. Chair. 

Executive Chair. 1206 Arm Chair Under $80* 

Under $100* Under $70* 
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YOU WORK IN STYLE AND COMFORT WITH 
U.S. NAUGAHYDE®’ and U.S. KOYLON® FOAM 


FINEST IN VINYL UPHOLSTERY FINEST IN CUSHIONING 


To give this handsome office furniture extra good-looks and executive comfort 
Steelcase relies on U.S. Naugahyde and U.S. Koylon Foam. U.S. Naugahyde 
is the upholstery that wi!! keep your office looking its most impressive—with 
the minimum of care. You can choose Elastic* Naugahyde or deep-dimensional 
Breathable* Naugahyde in a wide variety of patterns and colors...they’re both 
soil and scuff resistant...so easy to keep clean. Specify Naugahyde tailored 
over Koylon Foam Cushioning...it’s a combination that pays big dividends in 


luxurious style and lasting comfort! *Patent applied for 


United States Rubber 


Coated Fabrics Dept., Mishawaka, Indiana 
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Cutting costs is our business 
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They fix ships faster... because 
plans are duplicated in seconds! 


Another example of Multilith Offset versatility 


When big ships come into drydock for quick repairs, many 
different men— naval architects, engineers, construction 
foremen — need drawings, specifications, orders and other 
data and they need them right away! 
: Solution? Transfer, write, 
draw, or sketch directly onto 
Multilith Masters, then run off 
as many copies as you want 





SERVING SMALL BUSINESS ° 


BIG BUSINESS ° 


—at great speed and exceedingly low cost per copy. 


Every company requires duplicated copies—documents, 
records, office communications, business forms, promotional 
material, plans and drawings. Only Multilith Offset does so 
many types of work so well. Ask the nearby Multigraph field 
office to submit a report on where and how your business can 
profit with Multilith Offset, or write Addressograph-Multigraph 
Corporation, Cleveland 17, Ohio. 


*Trade-Mark 


©1958 A-M Corporation 


Addressograph-Multigraph 
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EVERY BUSINESS 
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How sett Joon to the Sine CP OO ow 6 od eee 


If you wonder what your subordinates think of your management skill, here 
are some survey results youll find revealing. 


Workshop for management—ideas you can use right now 


This roundup of management ideas—culled from experiences in firms around 
the country—will make your job easier. 


How your wife can back you in your job ............ eerie tS eee 


In a tape recorded interview, six wives make clear that a top executive is 
shortsighted if he overlooks the help his wife can give in his career. 


How to reach 27 million new customers .............cccccccscccucevacs 


More than you realize, your sales are influenced by teenagers and even 
younger children. Here's a positive, purposeful way to reach them now. 


How to build sales with sales incentives ...................ccccecccees 


You get more sales when you get salesmen to work harder. Here are pros 
and cons on the various types of salesman activators. 


Low cost answer to space problems ................... eee Prey 


In these times of change and growth, movable walls offer flexibility and 
economy. Here are two case histories that prove the sizeable savings. 
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Ready for a tema, ao 
new Postal Rates? | a 


Up go your postage costs from 3¢ to 4¢ an ounce for first class Circulation: Marie La Guardia 
letter mail, from 6¢ to 7¢ for airmail. (That makes it 64¢ a pound a 
for regular letters, $1.12 for airmail!) 

Starting August Ist, when the new rates take effect, a precision ot, Abeuiins Cie he, tiles Section 
mailing scale is more of a must in your office than ever Charles L. Dermott Gil Hand 
before! Overpaid letters will cause even 
heavier hidden postage losses; underpaid 
letters cause “Postage Dues,” cost 
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you good will! 
Pitney-Bowes’ mailing scales are 
fast-acting, accurate and dependable, with 
widely spaced chart markings that can 
be read correctly at a glance. 
There are models for every office, 
large or small, including a parcel post 
scale of 70 Ib. capacity. 
Ask the nearest PB office to 
demonstrate, or send the coupon _ 
for a free illustrated booklet. 


Houston Ralph Runnels, 5210 Morningside 
Drive, Jackson 4-6633 


Atlanta Gilman & Roberts, 4069 Shawnee Lane, 
Glendale 7-6174 
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Model 4900 for the small 
office has convenient 
postage 
+ computer. 
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CHANGE OF ADDRESS: The publisher should be 
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change of address notification. 
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Short cuts with Recordak Microfilming 


Latest report on how this low-cost photographic process is simplifying routines 
for more than 100 different types of business .. . thousands of concerns 


eeeeeee eee 





Hundreds of hotel records are 
photographed in 1 minute on a 
few cents’ worth of film 


si- 
rr; 


PICTURE-TAKING BUILDS 
GOODWILL, TRIMS 
RECORD-KEEPING COSTS 


DETROIT, MICH. 

The staff of the swank Sheraton- 
Cadillac Hotel takes in stride such 
requests as: ‘We want to stay in the 
same room we had on our honeymoon 
five years ago.’’ “Can you tell me 
what my restaurant charges were last 
New Year’s?”’ 

At its fingertips are Recordak 
Microfilm copies of registration cards, 
guest ledgers, charge,tickets and other 
records for years back. Takes only a 


SRECORDRK 


(Subsidiary of Eastman Kodak Company) 
originator of modern microfilming 
—now in its 3lst year 
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minute or so to check any item in a 
Recordak Film Reader—to see what 
room the honeymoon couple occu- 
pied, to spot the businessman’s 
charge tickets. 


Pictures replace handwritten record 


At the Sheraton-Cadillac, Recordak 
Microfilming does much more than 
cut filing space and speed reference. 
At least six hours of clerical time are 
saved daily by microfilming the checks 
customers offer in payment. This fast 
operation (hundreds of checks photo- 
graphed in one minute) does away 


coeeeeeeeees MAIL COUPON TODAY: ++ seseeeeeececes 
RECORDAK CORPORATION, 415 Madison Ave., New York 17 
(| Send free copy of “Short Cuts that Save Millions.” 
[] Have a Recordak Systems Man contact me. c-8 


Name 


“S 


No need to keep a written record 
of some 1500 checks cashed daily 


Sw, 





with a multi-column check-listing 
form. Ends transcription errors, too. 
And it protects the hotel should checks 
ever be lost prior to deposit. Small 
wonder so many Sheraton hotels— 
besides the Cadillac—have already 
adopted Recordak Microfilming. 
Whatever your business, it will pay 
you to look into Recordak Microfilm- 
ing. Chances are this easy, low-cost 
photographic method has brought 
surprising savings to companies just 
like yours. No obligation whatsoever! 
‘*Recordak”’ is a trademark 








Position 





Company 





Type of business 





Street 








City 


__State 
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This pre-punched plastic tape is the key to the flexible effi- 
ciency and simplicity of the new IBM 632. Inserted in back of 
the typewriter, the tape automatically instructs the machine to 
perform the desired operation, reducing clerical error by elim- 
inating virtually all manual instructions. For a different appli- 
cation, the tape can be changed in seconds. So simple is the 632 
to operate that any typist can learn to use it in a few minutes. 


Compact and functional in design, the IBM 632 consists of the 
electronic calculating unit, the electric typewriter, and the 
ten-key companion keyboard for insertion of numerical data. 


25 YEARS AGO IBM introduced its first electric typewriter ...this year IBM ata 
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Here’s the cost-cutting answer to office operations, 
such as billing, that require both typing and cal- 
culating—IBM’s new 632 Electronic Typing 
Calculator. 


No more time lost as your typist halts her typing 
to calculate. No more dollar-wasting duplication 
of work caused by separate typing and calculat- 
ing operations. No more clerical errors in transfer- 
ring numbers from calculator to typewriter. 


Here, in one compact, low-cost unit, IBM brings 
you an office machine that adds, subtracts, multi- 
plies, carries totals, computes taxes, subtracts dis- 
counts, inserts decimal points, stores information 


continues its leadership with its one millionth electric typewriter. 
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in its magnetic core “memory,” and types out 
results —all automatically. 

Yet the IBM 632 Electronic Typing Calculator is 
so simple to operate that any typist can learn to 
use it in minutes! 


And the IBM 682 is suitable both for small com- 
panies seeking the advantages of electronic auto- 
mation and for large companies where, for certain 
applications, it can be a valuable supplement to 
more extensive data processing equipment. 

Find out now just how the new IBM 632 can help 
your business cut costs and build profits. Call your 
local IBM representative today. 









ELECTRIC 
TYPEWRITERS 
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you'll be 
happier 
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heavenly 
Carpets 
by 





é 
— \ 


} 





7 reasons for confidence when your contract carpet is Lees 


1. Best quality. Lees Carpets are made from the finest 
carpet wool. Durable nylon can be added to give increased 
wear in high traffic areas. 


2. Best prices. Lees dealers will give you the most value 
per dollar in contract carpet, anywhere at any time. 


3. Broadest line. Lees brings you the widest selection of 
colors, patterns and textures in the business! Special 
designs made to order to suit your particular needs. 


LOOK AT THE NAMES THAT LOOK TO LEES FOR CONTRACT CARPET: Sherry Netherlands Hotel ¢ The Dinkler 
Hotels * The Coca-Cola Company « S.S. United States © Lord & Taylor, N.Y.C. © John B. Stetson Company 


To solve your carpet problem contact Lees Commercial Division, Bridgeport, Pa., or offices in principal cities. 


4. Superior service. Lees service is second to none— 
thanks to Lees carefully selected local dealers. 


5. Long experience. Lees offers you the know-how of more 
than 100 years’ experience in the carpet yarn business. 
6. Finest modern mills and methods. Lees carpets are 
made on the newest, most efficient looms in use today. 


7. Top designers. Lees heavenly carpets are famous for 
style—the smartest colors and patterns in the industry. 
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Middle management 
development 


Today, one of top management's top 
jobs is development of tomorrow's 
managers, 

One tested plan for executive de- 
velopment is presented by Alexander 
Hamilton Institute in a booklet titled 
“Development of Middle Manage- 
ment Executives.” 

It shows how this training plan, 
based on the conference technique, 
effects improvement in communica- 
tions, increased confidence, better 
understanding of business environ- 
ment, broader knowledge of company 
operations; development of leader- 
ship qualities and conceptual skills. 


For this free booklet, write Alexan- 
der Hamilton Institute, Inc., 71 West 
23 St., New York 10. 


Ww 


How to make a better speech 


Written in a light vein, “On Your 
Feet” gives practicable tips on improv- 
ing speeches and other presentations. 
Special emphasis is placed on gaining 
visual impact through the effective 
use of all types of slides, graphs and 
charts. 

Liberally sprinkled with amusing 
cartoons, the steps detailed by Polaroid 
Corp. will help an executive capture 
and keep the attention of any audience. 


For this free 14-page booklet, circle 
number 337 on the Reader Service 
Card. 


WwW 
Building a corporate image 

In a straightforward step-by-step 
outline, “The Corporate Image” tells 
how to establish and promote a com- 
pany’s public image. Written by In- 
dustrial Designers King-Casey, Inc., it 
shows how to determine whether an 


identity system is good or bad—listing 
signs and signals of both strength and 
weakness. 

The piece also describes how to set 
up a basis for policing a corporate 
identity policy. Orderly procedures 
needed to insure continuity and cu- 
mulative benefits from the total com- 
pany image are emphasized. 

A 10-point quiz for evaluating any 
Corporate I.Q. (identity quotient) 
concludes this presentation. 


For a copy of this 12-page booklet, 
write King-Casey, Inc., 830 Rockefeller 
Plaza, New York 20. 


W 
On-the-job training guide 

How to establish successful com- 
pany-employee relationships through 
proper job training methods is ex- 
plained in a 26-page publication, “A 
Practical Guide to On-the-Job Train- 
ing.” 

The piece presents the meat of a 
series of business workshops held by 
the New York State Department of 
Commerce. A practical presentation, 
it discusses the essentials of what, 
where, who, when and how long of a 
good training program. 

For this free training guide, write 
for Small Business Bulletin No. 3, 
New York State Department of Com- 
merce, 112 State St:, Albany 7, N. Y. 


W 
How to locate water coolers 

A 20-page catalog offered by 
Cordley & Hayes gives helpful advice 
on how to select and locate water 
coolers. 

Pictures and cut-away drawings 
show interior construction and storage 
compartments. Technical data covers 
capacities, horsepower and weights of 
the complete Cordley line. 

Accessories include a unique Hot- 
Tap attachment that supplies 190- 
degree water through standard cool- 


These booklets—promotional and otherwise- 
contain ideas of possible profit to you. Each 
item listed will be sent to you without cost. — 








USE READER SERVICE CARD OR WRITE DIRECT 


ers for coffee and other instant prod- eg 2 


ucts. 


For a free catalog, circle number 
338, on the Reader Service Card. = 


WwW 
Courtesy can pay off ta 
This pamphlet, published by the 

Small Business Administration, is an 
excellent summary of the positive ef- 
fects of courtesy on customers, em- 
ployees, stockholders, suppliers, and 
others. 


Supervisors will find “Front Office | 


Courtesy Pays” helpful in training 
new employees or in reviewing areas 
where consideration benefits the com- | 
pany. 

For a free copy, write for Small 
Marketers Aid No. 18, Small Business 
Administration, Washington 25, D. C. 


Ww 
All about business forms 


A new 48-page catalog by Standard 
Register Co. pictures various stock 
forms and tells how they can be used 
to best advantage for profitable con- 
trol in any business. 

Called “Stanreco Stock Business 
Forms,” it illustrates forms covering 
all the basic functions of business: — 
purchasing, receiving, payroll, ac- « 
counting, invoicing, communications, : 
etc. Description and outline of sug- 
gested uses accompany each form. 

For a free catalog, circle number 
342 on the Reader Service Card. 


Ww 
Nuclear hazard insurance 

A timely 13-page fact sheet, “Nu- 
clear Hazard Insurance,” has been 
prepared by Alexander & Alexander, 
Inc. It presents the latest data on cov- 
erage available against the perils of 
atomic radiation, reaction and radio- 
active contamination. 

The report outlines the risks to be 


Htitvwmmmmmue: MORE FREE LITERATURE es | 
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covered, ways of determining rates 
and premiums being used by the in- 
surance industry, and additional 
atomic insurance offered by the gov- 
ernment under certain conditions. 
Two nuclear exclusion endorsements 
now being added to new and renewal 
policies are also included. 


For this free fact sheet, write Alex- 
ander & Alexander, Inc., 225 Broad- 
way, New York. 


W 


Low cost movable walls 


E. F. Hauserman Co. offers a 12- 
page brochure describing its new mov- 
able wall system. Low in cost, the fire 
proof and sound resistant walls can be 
rearranged whenever required. 

Key features, architectural specifica- 
tions and detailed sectional drawings 
are all illustrated in the booklet. De- 
sign variations possible with this sys- 
tem are clearly diagrammed. Photo- 
graphs show panels, posts, ceiling 
trim, door frames and other compo- 
nents. 


For a free brochure, circle number 
336 on the Reader Service Card. 


W 
Help in chart making 

Five instruction manuals on the 
preparation of charts and layouts are 
now available from Labelon Tape 
Co., Inc. 

Each manual lists steps to take in 
making professional appearing charts. 
Detailed instructions are included on 
the simple, new Graph-A-Plan method 
and materials for preparing easy-to- 
understand charts and layouts. 

For a copy of any or all of these 
worthwhile manuals, write Labelon 
Tape Co., Inc., 450 Atlantic Ave., 
Rochester, x, 


g 4% 





. piece 

 padloina Hee’ the Ghani to protect 
original drawings, simplify print dis- 
tribution, restore old and worn draw- 
en ere ot 


process prints, speed revision of draw- 
ings, permit combining standard de- 
signs, and save drafting time with pho- 
to-drawings. 

For your free copy, write Graphic 
Reproduction Division, Eastman Ko- 
dak Co., Rochester, N. Y. 


WwW 
Buyer’s guide to better forms 


Just published by Baltimore Busi- 
ness Forms Co. is “The Purchasing 
Agent's Guide to Better Forms and 
Systems.” The suggestions presented 
result from a study of thousands of 
forms used by leading firms. 

The booklet illustrates advantages 
of incorporating certain features on 
the many forms used in purchasing 
procedures. It also shows how to 
adapt these forms to machine or hand 
written applications. 


For this free guide, circle number 
343 on the Reader Service Card. 


Ww 
Reaction to sponsored movies 

Without expensive research, you 
can get a feed-back of audience reac- 
tion to business movies sponsored by 
your company. The method is based 
on audience reaction cards. It is de- 
scribed in a new booklet, “Do Your 
Sponsored Film Audiences Talk 
Back?” published by United World 
Films, Inc. The technique provides 
frank comments and suggestions from 
audiences on every free film show. 

For a free copy, write United World 
Films, Inc., 1445 Park Ave., New York 


29, 
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“Penny-a-copy” reproduction 
Easy-to-use Copyflex copying proc- 
ess is described and well illustrated 
in a new 12-page booklet prepared 
by Charles Brming Co., Inc. It 
shows how to simplify paperwork and 
eliminate “repeat writing and re- 
porting” with this flexible direct re- 
duction method. The unit, the 





a maker says, will produce any number 


of sharp copies at a cost of about one 
cent each. 


A special section gives techniques 
of using reproducible copies, remov- 


_ ing unwanted data from originals and 


copies and combining Polaroid Land 
photos and text with Copyflex. 

For this free booklet, circle num- 
ber 339, on the Reader Service Card. 
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Selecting a market researcher 


“A Check List Guide for Selecting 
a Marketing Research Organization” 
has just been prepared by Crossley, 
S-D Surveys, Inc. 

This nine-page checklist is a prac- 
tical and definitive guide for apprais- 
ing facilities, staff, experience, reputa- 
tion, progressiveness and performance 
of marketing research organizations. It 
is useful for any executive who con- 
templates contracting for such outside 
service. 


For a free check list, write Crossley, 
S-D Surveys, 405 Park Ave., New 
York 292. 


Ww 
How to curb fraud 


American business loses 34% of its 
annual profits through fraud and em- 
bezzlement that could largely be pre- 
vented. This is the alarming but timely 
theme of the new booklet just pub- 
lished by Cummins-Chicago Corp. 

It clearly describes the two areas 
where the bulk of fraud losses occur. It 
tells how each type of fraud is engi- 
neered and how the best planned sys- 
tems can be thwarted. 

For your free copy of “How to Save 
38% of Profits,” circle number 330 
on the Reader Service Card. 





DO YOU 


have booklets or other ma- 
terial suitable for listing in 
this “Yours for the asking” 
column? To be used, the item 
must contain practical ideas 
of value to top level execu- 
tives. Send a sample to: 


The Editor, 
Management Methods 
22 W. Putnam Ave., 
Greenwich, Conn. 











NOTE: Other editorial items and most advertisements in this issue are key coded 
en a see cee Use Reader Service Card to request additional details. 
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Is your business 
moving at 
3 miles an hour? 


A man walks about 3 miles an hour. 
But his voice travels via telephone at the speed of light. 


How many people in your place would save time and 
money by contacting each other at 186,000 miles per 
second? 


Top firms in all industries have speeded up operations 
and pocketed sizable savings with P-A-X—the “inside” 
business telephone system. 


P-A-X is privately owned — entirely independent of 
public (outside) phone service. It sharply cuts the cost 
of rented equipment. It’s 100% automatic—requires no 
operator. It gives you “split-second” handling of inside 
calls—keeps the regular switchboard free for important 
incoming and outgoing calls. 


Saves man-hours—saves manpower 


P-A-X interconnects all departments with dial telephone 
service — ends employees’ needless effort and wasted 
time in contacting each other. It prevents tie-ups, speeds 
the relay of information and instructions. 










Get full information on this proved way to step up effi- 
ciency and trim costs. Send coupon for case history 
studies that give facts and figures on P-A-X installations 
in business similar to yours. Do it now. 

















= 

| Automatic Electric Sales Corporation ! 

| Northlake, Illinois | 

4 | () Send me information on P-A-X 
3 | (0 Have your representative call 

4 BUSINESS TELEPHONE | Name Title | 

4 SYSTEMS | 

7 | Company | 

Type of Business ___ i] 

; ene ce a | 

in 


AUTOMATIC ELECTRIC 
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Royal MCBee is cutting automation down to size 









— TABULATING 
PUNC 


Gives you automatic 
punched-card processing 
with one low-cost machine! 


The Keysort Tabulating Punch today cuts automation 
down to size by providing, in just one compact unit, 
everything required for complete punched-card process- 
ing. With greatest adaptability to a company’s size and 
set-up. And at a rental of less than $100 a month. 


Keysort Tabulating Punch code-punches and tabulates 
quantities and amounts in Keysort cards... then reads, 
duplicates and summarizes these figures . . . simultane- 
ously printing them for visual verification. The most 
versatile machine of its kind available. Easy to master, 
easy to use. In almost every area of plant control — job 
costing; labor distribution; inventory; labor, material 
and production control; sales and order analysis. In 
service organizations and hospitals — in every type of 
operation requiring fast, accurate data processing. 


Call your nearby Royal McBee man to arrange a demon- 
stration, or write us for illustrated descriptive folder. 





V VV 9 
OUTSTANDING FEATURES x Simple operation from 
10-key keyboard * Punches 2 quantities in one operation 
(dollars-hours, dollars-units etc.) * Simultaneously tabu- 
lates all amounts * Reads sorted cards, automatically 
accumulates and totals punched amounts * Prints all 
figures for immediate verification * Adaptable to any size 
work-load .. . to centralized and decentralized operations. 














VICBEE KEYSORT. 


PUNCHED-CARD CONTROLS FOR ANY BUSINESS 
ROVAL ARBRE Gore. i; caua Te alee tecee a Yoene 
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SUCTION 








Add extra hours to production time by 
cleaning machine tool sumps faster with 
Tornado. 
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You can't turn a casting this size to 
shake out chips, but Tornado removes 
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Big savings when you recover welding 
flux with a Tornado vacuum cleaner. 


HAVE A FREE 
Suction Survey 


A Tornado cleaning engineer will 
gladly call at your plant and 
make a free survey to show you 
how Tornado vacuum cleaners can 
work on your production line. 
Just write, wire or call. 





Write today for Bulletin No. 894. 





5136 N. Ravenswood Avenue 
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Tor NADO, series 400 
VACUUM CLEANERS 


Smart production men are 
using powerful Tornado suction 
for production savings. 


It’s so easy and simple to use 
a Portable Tornado Suction 
Machine. Use it to remove 
debris from inside of products 
—to pick up oils and liquids— 
to reclaim scrap for salvage. 


JUMBO UNIT 


If you need larger capacity, Tornado 
supplies a Jumbo cover to fit any of 
your standard 55 gallon drums. Use 
one or two motor units for up to 3 
H.P. of suction, with hose sizes up 
to 3” 


bs 7 








FOR MAINTENANCE CLEANING 


What’s more, this versatile Tornado 
has a multitude of attachments for 
cleaning overhead pipes, blowing 
dust out of electric equipment plus 
thousands of jobs that keep your 
plant neat, clean, safe and produc- 
tive. 


e Chicago 40, Illinois 
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Letters 


Plea for professional PR 

Sir: It seems to me the author of “20 
how-to tips for a successful press 
conference” in your June issue is some- 
what at odds with himself. 

In the opening sentence he says, 
“You can stage a successful press con- 
ference without having any formal 
training in public relations techniques 
or years of practical experience.” Two 
pages later he points out the ad- 
vantages of having a public relations 
agency to “step up attendance by 
getting editorial personnel outside 
your specialized field (who neverthe- 
less serve an interested audience) to 
attend.” 

While the author restates some old 
truisms to be observed in conducting 
a press conference, it seems to me that 
in areas where a professional touch is 
required he still admits the necessity 
for experienced handling. A good pro- 
fessional would naturally observe the 
rules he has stated, almost automati- 
cally, but they are helpful to a novice. 

In almost every endeavor there are 
books available which tell the basic 
procedures and the usual precautions 
to be observed. But a press conference 
to which you have invited guests 
whom you are endeavoring to impress 
with your efficiency and know-how, 
is a dangerous assignment to trust to 
an inexperienced individual. Unfortu- 
nately, there are many things that 
might and do occur that aren’t cov- 
ered in the least by any one of the 20 
basic rules. That is where the profes- 
sional’s knowledge and _ experience 
come in handy in riding over rough 
spots and doing an effective job with 
your press guests. 

But the rules, in general, are sound 
and I am sure it made good reading 
for many. 

AUBREY 0. COOKMAN, R. 

VICE PRESIDENT 

BURSON-MARSTELLER ASSOCIATES, INC. 
CHICAGO 


MM’s ad value 


Sir: Of all the periodicals I receive, 
none has been of more value than 
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your MANAGEMENT MEtTHOops. Not 

only is it pitched to a high executive 

level as to reader content, but your 

advertising also represents the very 
latest in office aids. 

R. M. DODSON 

CITY OF LAWTON 

OKLAHOMA 


Management’s role in advertising 


Sir: Like most agency men, my desk 
gets piled high with publications every 
week. For years I have made it a 
practice to scan all before they are 
filed, but each week I take the time 
to go through several rather thor- 
oughly. Last night I “picked on” the 
April issue of MANAGEMENT METH- 
ops. 

. . . I criticize the article, “What’s 
top management’s role in advertising?” 
With no malice, nor any ax to grind, 
I would like to take you to task. The 
sub-head flashed the first warning. 
It was a survey addressed to top man- 
agement that was asked to reveal its 
own role in an important business func- 
tion. If a particular company spends 
enough money on advertising to make 
that management worth surveying, 
the advertising program is then quite 
important. Would you expect top 
management (“virtually all of them 
company presidents”) to admit that it 
did not play an “extensive part . . 
in company advertising programs?” 
This is a little bit like asking a group 
of women drivers whether they be- 
lieve women should be allowed to 
drive. In my humble opinion, one 
doesn’t need a survey to get the an- 
swers to this question. 

But let’s look a bit more closely at 
the survey, the article itself, and the 
one-sentence summation of the article 
listed on your contents page. Taking 
the latter point first, you rather baldly 
state that “Top management makes 
the key decisions on company adver- 
tising, including setting themes and 
selecting media.” If your readers read 
only that sentence, they would be 
completely misled. I make this state- 
ment not only because I am convinced 
of it myself, which wouldn't prove 
much to you, but that is not what 
your Own survey says. 

Now let’s look at the article. Once 
again you interpret the survey in 
words which, in my opinion, are at 
the least not thoughtfully done—at 
their worst, incorrect. Look at the top 
paragraph on page 23: “Forty-eight 
percent said they also selected agen- 
cies, 45% plan the advertising themes, 
43% select media, and 40% approve 
individual ads.” Here, too, after 20 
years’ experience in serving many cli- 
ents, I would question the validity of 
those figures . . . but I do not have 
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Management Executives — 


SEND FOR NEW COMPLETE ECONOMIC 
STUDY OF METROPOLITAN MIAMI 


LET US SHOW YOU HOW YOUR 
COMPANY CAN PROFIT BY LOCA7- 
ING IN THIS FAST GROWING AREA. 


A 24 section, complete economic analy- 
sis has just been prepared to supply you 
with complete data which will assist in 
determining how your particular man- 
ufacturing or statewide, national/inter- 
national distribution operation can 
profit here. This important study will be 
mailed to you free of charge—in strict- 
est confidence—if you write, on your 
letterhead, to the address listed below. 


Please . . . no employment applications. We are deluged with resumés 
from engineers, tool makers, technicians, Ph.D.’s, etc., and cannot 
possibly aid in placement requests as we already have a tremendous 
surplus of skilled and professional labor here now. Sorry. 


John N. Gibson, Director 
DADE COUNTY 
DEVELOPMENT DEPARTMENT 


Section: 16 
Chamber of Commerce Bldg. * Miami, Florida 
An agency of the Metropolitan Miami government 


































CONTROL MANUFACTURING PROCESSES — OFFICE PROCEDURES 
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Ze Caw visiece 
VISUAL CONTROL PANELS 


Chart Action, Indicate Trends, Permit Comparison, Organize Facts 
----------- cahjuimaliiincdaibe 


ACME VISIBLE RECORDS, INC., Crozet, Virginia °-85! 





Complete flexibility with limit- 
less signalling and charting possi- 

















aes : d : | Send us more information on Visual Control Panels. 
ye oer : 1 wore | oe rl ag | [_]We are interested in Acme Visible equipment 
individual recor : Pad Bhi 

Lightweight panels contain Kind of record 
clear plastic tubes which are | Company__ iss ere rae 
individually removable and maybe | yy sion es i 
shifted from one position to an- SpE, ets 
other... Clarity of tube provides 4 Address 
full legibility of contents. | City Zone State___. 
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A marvel of convenience, this Shaw-Walker 


N 0 W yo U cd n “Clutter-Proof” Desk entirely eliminates desk 


top clutter and desk drawer hodgepodge. 
Fully 75% of the things that pile up on top 


junk all those or in drawers of other desks have a specific 
place inside this desk. You have in-drawer 

time ~ and letter trays, work separators, letter file, card 
trays, forms rack and work tools organizers. 

Even an in-drawer wastebasket and phone. 


S p 't ce -Wd St e rs Your usable working space is nearly doubled. 


See this new “Clutter-Proof” Desk at one of 
Shaw-Walker’s 17 branches or 470 dealers. 






FREE — 252-page Office 
cece QHAW-WALKE 
ment and its efficient use. 


In color. Request on 
business letterhead. MUSKEGON 2, MICHIGAN 








SAVE TIME 


Clerks file faster with Space- 
finders, save initial cost yearly. 
These proven savings result 
from unmatched visibility and 
accessibility. i 


- an se ae i 

SAVE SPACE SPTITIFTTIFTTTTTIT —— 

Each Spacefinder gives you 204 SU Gt ppp ta bv teats lantoirincedins AF: 

visible, accessible, filing inches : 

—holds a stack of papers 17 
feet high! 


SAVE MONEY 


Handsome Spacefinders cost 
less because fewer units do the 
job. You save rent, filing more 
in less space. 


DOA BETTER JOB 


Because Spacefinders provide 
the speed, convenience and 
economy of shelf files with 
dust, dirt, fire protection of 
















































drawer files. TAB PRODUCTS Co. . 
995 Market St., San Francisco 3 = 

At no obligation, please send Spacefinder brochure gy 

* 

MAIL COUPON TODAY > =e : 
POSITION * 

® 

TrAwH + : 

-> e2 «> ED U4) CS rs <_@o. aS 

: ADDRESS = 

city Z0NE__STATE__& 
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to depend on my own judgment—I 
have only to look at your survey. 

Let’s see what it says. Question 
four asks, “In which of these advertis- 
ing situations do you take a personal 
and active part?” Assuming (which 
you have to do) that the percentages 
opposite each function under this 
question are correct, let’s remember 
that (for illustration) 43% said they 
“take a personal and active part” in 
selecting media. Sure, they take a 
part. No one would quarrel with the 
fact that they listen to the recommen- 
dations of the ad manager or sales 
manager and/or advertising agency, 
but whoever wrote the article stated 
that 43% said they selected media. 
Though I used “media” as the illus- 
tration, I feel that what I have said is 
just as applicable to everything writ- 
ten about question four. You obviously 
felt that this was the key question, 
for that is the basic thought in back 
of the title of the article, the subhead, 
the contents page sentence and the 
leadoff paragraphs. 

Just for fun, I carried it a step fur- 
ther. I find it rather difficult to be- 
lieve that 53% of the respondents 
spend an average of 40 hours a year 
“devoted to matters directly con- 
cerned with their company’s adver- 
tising program,” and that in that 40 
hours nearly half of them can deter- 
mine budget requirements, select an 
advertising agency, plan all the ad- 
vertising themes, select the media, 
and approve individual ads. Wow! 
Give me the name and address of one 
of these fellows, and I'll hire him to- 
morrow, and he can name his own 
salary. 


G. FRANK SWEET 
PRESIDENT 

G. F. SWEET & CO., INC. 
HARTFORD, CONN. 


Price tag is one dollar 


= Two booklets published by The 
Research Institute of America were er- 
roneously offered free of charge in 
MM’s May ’58 issue. The titles are “Is 
This the Time to Run for Cover?” and 
“Plugging Profit Leaks—Inventory 
Controls.” Each sells for $1 a copy and 
can be obtained direct from The Re- 
search Institute of America, Inc., 589 
Fifth Ave., New York 17. 

Another booklet inadvertently of- 
fered without cost, in MM’s April ’58 
issue, is “Meetings Are What You 
Make Them.” This also bears a price 
tag of $1 and can be secured from the 
offices of Henry Strauss & Co., Inc., 31 
West 53 St., New York 19, New York. 
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Another leading company meets the big 


output with Edison Voicewriter dictation. 


Discovered: new manhours... 


Hammond Map Company executives find more planning and 
selling time with Edison Voicewriter 


‘Our organization moves at such a fast 
pace that we just can’t afford to have 
executives tied up with paper work,” 
reports Caleb D. Hammond, President 
of C.S. Hammond & Co., Maplewood, 
N. J. “That’s why we equipped 100°% 
of our key personnel with the Edison 
Voicewriter. Now they dictate the min- 
ute they’re ready .. . in the office or on 
the road. Voicewriter has saved hours 
for planning and selling . . . while re- 
ducing paper work costs and increasing 
the efficiency of our stenographic force.” 


A Voicewriter tryout is easy! 
There’s no need to start off with a large 
system. With the Edison Voicewriter 
VPC-1, doubling as a dictating instru- 
ment and secretarial transcriber, any 
executive can quickly clean up corre- 


Edison Voicewriter ¢ a product of Thomas A. Edison Industries 


Thomas A. Edison Industries, West Orange, N. J. 


AUGUST 1958 


spondence at his desk, at home, or on 
the road . . . have time for other im- 
portant tasks, for only $17.81 a month. 


Secretaries like the Voicewriter, 
too! Your voice comes through ac- 
curately, without interruptions, on the 
Voicewriter Diamond Disc. With the 
ability to get correspondence out of the 
way faster, with less effort, your secre- 
tary will have more time for the interest- 
ing responsibilities of a real ‘Girl 
Friday.” 

You can rely on Edison! There's 
a Voicewriter system to meet the corre- 
spondence requirements of any office, 
large or small. And every Voicewriter 
user enjoys the benefits of Edison’s 
more than 70 years’ experience in the 
office correspondence field. 
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In Canada: 32 Front Street W., Toronto, Ontario 


Let us prove that 
you will profit with Voicewriter! 


Now’s the time to find out just what 
Edison Voicewriter . . . real dictating 
equipment ...can do for you. See how 
much more it offers over the so-called 
economy makes! For a free demon- 
stration—or literature—write Dept. 
MM-08 at the address below. 





Profit Challenge of 1958 by increasing executive 
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Day-Brite lighting helps create an efficient working atmosphere in this executive office at the Missile System Division of 
Lockheed Aircraft Corp., Sunnyvale, Calif. KELLER & GANNON, Engineers; CENTRAL ELECTRIC CO., Electrical Contractors. 


You can do so much more 
with DAY-BRITE LIGHTING 


As shown above, Day-Brite MOBILEX® fixtures, mounted in horizontal rows, 
make a narrow office appear wider and more spacious. 


Day-Brite DUO-FRAME® incandescent lens boxes add a warm, 
inviting touch at the entrance. 


And throughout the office, Day-Brite lighting provides high-level 
illumination for easier seeing and better working. DECIDEDLY BETTER 


To learn how special lighting effects can be combined with greater DAY: Pe) RITE 
over-all lighting effectiveness to create a more productive visual LIGHTING FIXTURES 


environment in your offices, call your Day-Brite representative. 
He’s listed in the Yellow Pages of your telephone directory. 


Day-Brite Lighting, Inc., 6282 N. Broadway, St. Louis 15, Mo. 


Day-Brite Lighting, Inc., of Calif., 530 Martin Ave., Santa Clara, Calif. 
Z-378 ©1958 


NATION’S LARGEST MANUFACTURER OF COMMERCIAL AND INDUSTRIAL LIGHTING EQUIPMENT 
(Circle number 135 for more information) 
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Tax quiz 


A digest of recent court cases compiled by Benjamin 
Newman, Tax Attorney, Koenig and Bachner, New 
York. 


THE QUESTION 
A summons from the Internal Revenue Service directs 
that certain records be produced. Is the holder guilty 
of any crime if he fails to produce the records? 


The Facts— his taxpayer was president of a fur 
company, a corporation with offices in New York City. 
In 1955, acting on a tip received from Boston, an agent 
of the Revenue Service’s New York office initiated an 
investigation of the corporation’s excise tax liability. 
In the course of this investigation, the agent interro- 
gated the president who allegedly admitted that the 
corporation was evading about $10,000 of excise taxes 
each year. The agent asked the taxpayer to put this 
statement in writing, but he refused. The agent then 
warned that the matter would be pursued further by 
the Revenue Service. 

The taxpayer’s alleged answer to this was: “Run 
along, boys. Have your fun.” 

In 1956, another agent appeared at the firm’s office 
and asked for the corporate records. The president 
replied that the records had been destroyed by an 
accidental fire. Shortly thereafter the agent returned 
with a summons directing the appearance 10 days later 
of the taxpayer with the corporate records at the office 
of the assistant regional commissioner. 

In line with his uncooperative attitude, the taxpayer 
told the agent that he would be out of town on busi- 
ness on the return date of the summons. The agent 
then notified him that failure to appear on the return 
date would leave him open to criminal or contempt 
prosecution. 

The return date came and went without an ap- 
pearance by the taxpayer or his records at the assistant 
regional commissioner's office. Early in 1958, the tax- 
payer was charged with the crime of neglecting to 
comply with a summons. 

At the trial, evidence was presented which proved 
that at least some of the records asked for in the sum- 
mons were still in existence. Furthermore, the firemen 
who extinguished the blaze, which the president 
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The DENOMINATOR 


goes to work for 


Pordens 


Delivery route make-up is now simplified by using 
The Denominator—a modern, inexpensive, easy-to- 
operate device for counting and segregating tele- 
phone orders, shown at left, for quantities of ice 
cream by flavor, size, specialty, etc. This tabulation 
provides consolidated figures for load sheets at right. 
A large number of trucks in the Metropolitan New York area are now 
loaded with actual orders only—returns are reduced to a minimum. 
Result... greater efficiency and maximum savings in time and labor. 





‘For the simple solution to your counting-tabulating problems, write 
Dept. MM-84 


nm Denominator Company, INC 


261 BROADWAY, NEW YORK 7, N. Y 


Manufacturers of Tabulating Machines for 40 years 
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Mail this Subscription 
order form 


TO: MANAGEMENT METHODS 
22 W. PUTNAM AVE., GREENWICH, CONN. 


Please send me 
MANAGEMENT METHODS 
for one year at $5.00 














| Billme [| Bill my company 
Name 

Title 

Company 

Address 

City Zone State 





Number of employees in firm 











REMOTES SSN 





claimed had destroyed the records, testified that no 
papers had been burned. 


The ruling—The court noted it was conceivable that 
the taxpayer honestly believed all the records had 
been destroyed in the fire. Supposing this unlikely 
state of affairs to be true, would the taxpayer still be 
guilty of the crime charged—neglecting to produce 
records? 

Merely overlooking the things requested by a sum- 
mons is not equivalent to the crime of “neglecting” 
with which the taxpayer was charged, declared the 
court. In order to hold a man criminally negligent, the 
court said, it must find that he overlooked things that 
an ordinary, reasonable man would have seen. 

The court examined the records still in existence, 
records that it had seen and dismissed as not being 
the records called for by the summons. This examina- 
tion convinced the court that even a “casual investi- 
gation” would have disclosed these were part of the 
desired records. The inference was thus unavoidably 
that the taxpayer either knew the records’ true identity 
and knowingly kept them from the commissioner, or 
that he had failed to give the summons the degree of 
care to which it was entitled. Accordingly, the taxpayer 
was found guilty of contempt of court. 


. it's your assurance of years 


and years of good dependable serv- 





. . in love with a Bentson desk! 


Work’s done faster . . . easier . 
652 Highland Ave. Aurora, Ill, 


and with plenty of “elbow room”. 
Unlimited unit and color combina- 
tions satisfy any space or office 
requirement. Select your office fur- 
niture needs from the Bentson line 
ice. Full line catalogue on request. 

BENTSON MFG. CO. 
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Sear 


(U.S. v. Becker, U.S. District Court Southern Dis- 
trict New York, decided March 25, 1958.) 


VEEDER-ROOT 
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Sales 


with Veeder-Root 


Rss, 
VARY-TALLY 
Rejects . . . inventories . . . sales by items . . . sizes . . . 
colors ... work-assignments . . . prices ... whenever you 


need to keep accurate count of details that would other- 
wise be tallied by hand . . . get Veeder-Root’s VARY- 
TALLY, the multiple-unit reset counter that .counts 
everything countable. 
Arranged compactly on stands in tiers, Vary-Tally 
® can be supplied in almost any combination or 
pe numbers of counters, right down to single units. 
Write for prices. Veeder-Root Incorporated, 
/ Hartford 2, Connecticut. 







BENTSON MFG. CO. AURORA, ILL. 


Head over heels 


“The Name that Counts”’ 
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ID EAS "A month never goes by that I 


don’t get at least one practical 


A & E T | F : idea out of MANAGEMENT METHODS." 


ALVEN S, GHERTNER, President 
Cullom & Ghertner Company 


DIFFERENCE i 


BETWEEN 
PROFIT & LOSS oss surnis sowe i sone 


than the 50,000 top management readers of MANAGEMENT METHODS 











That’s why MANAGEMENT METHODs devotes all of its 


Management 


editorial content to practical ideas that can be used : 
right now — to solve administrative problems. It’s 

also why over 200 advertisers who have something practical 
to tell to top managers find M/M’s pages to be 
action-producing* for practical solutions to administrative 


problems. 
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What they do to beat the recession ~~ 
How much to spend for seting a 


* If you would like details about M/M as an advertising medium for your 
firm, please write to: Sales Manager, MANAGEMENT MEtuops, 22 W. Put- 
nam Avenue, Greenwich, Conn. No obligation, of course 











How you look to the man 


If you wonder what your subordinates think 
of your management skill, here are some 
survey results youll find revealing. Test your- 


self against the attitudes shown in the chart. 


es =Odds are stron g 


that each of these three statements 
applies to you personally as a top 
level executive: 

1. You don’t get anything close 
to full power from the middle man- 
agers or junior executives who work 
under you. 

2. Your subordinates recognize 


WHAT THEY SAID 


Here’s what 420 middle and junior execu- Do you feel that the best route to success is by pro- 
tives said: gressing with your present company or moving com- 
pany to company? 


In your opinion, does your superior need additional 
management training? 


80% 


20% 


present company 


company to company 


undecided 


How well are you kept informed on present company 
Has your superior told you, in general, what is ex- business and future plans? 


pected of you to qualify for promotion? 


42% 
58% 
Does your superior commend or otherwise reward 
you for outstanding work? 
usually 


seldom 
39% 


8% 


very well 
37% 


43% 


20% 


Are you being given full opportunity to develop your 
management potentials? 


yes 
55% 


45% 


Does your company give promotion fairly and im- 


Does your superior encourage you to suggest new 
ideas or methods? 








partially? 


always 


13% 
usually 


ey TTA 


sometimes 
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under you 


and admit that they could contrib- 
ute more but they blame you at 
least in part for the problem. 

3. Your subordinate managers 
feel you have failed to give them 
the motivation, facts and steering 
they need. 

These and other revelations (see 
chart) come from a new, confiden- 
tial survey of 420 middle and junior 
executives across the country. Par- 
ticipants in the project cover a 
cross-section of business and 
titles. 


Chief criticisms 


A majority of the respondents in- 
dicated that they feel severely 
handicapped by a lack of guidance 
from above. Key finding: 58% said 
their superiors have not told them 
—even in general terms—what is 
expected of them to qualify for 
promotion. Furthermore, a majority 
of the respondents stated or im- 
plied that their work suffers be- 
cause of a lack of communications. 
Only 37% said they are kept “very 
well” informed on present com- 
pany operations and future plans; 
43% said they are kept only partial- 
ly informed, and the remaining 
20% said they are poorly informed. 

And here are two more survey 

results that, from top management's 
point of view, are harshly and em- 
barrassingly negative: 
® Almost half of the middle and 
junior executives who took part in 
the survey said that their superiors 
seldom or never commend them or 
otherwise reward them for out- 
standing work. 
# When asked if their companies 
recognized their true worth, 22% 
gave an outright no answer, and 
another 40% indicated they were in 
the frustrating position of not know- 
ing whether their worth to the com- 
pany is recognized or not. 

Do these negative answers, and 
the criticism of top management 
that is implied, represent merely a 
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Whether your photocopying 
requirements are | gs 
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your nearest 


- PHOTOSTAT col PORATION 


Sales-Service Office 
can serve yOu! op ssies- - - 





Photostat Corporation with 
offices located throughout 
the United States and 
Canada offers “package” 
service in Verifax supplies 
for any of the four avail- 
able copiers illustrated. 
Their trained personnel 
offer complete instruction 
and service for most effi- 

er ea cient operation , . . wher- 
8%” x 14” ever you need them, at 


$225.00 home office or branches. 
F.O.B. Rochester, N. Y. 


ALL USE 





MATERIALS 


Each model will make up 
to 5 completely dry copies 
in one minute. Copies can 
be on white paper, card 
stock or office forms. You 
can make translucent “mas- 
ters’ for white print 
machines . . . even make 
an offset master in one 
minute, using low cost 
adapter. 





See these practical Verifax 
Copiers at any Photostat 








Signet 


BY4" x 14” Sales-Service Office today 
$148.00 Del. or write direct to us for 
the address nearest you. 
PHOTOSTAT 
CORPORATION 


P.O. BOX 1970-C 
ROCHESTER 3, 


10" «16° NEW YORK 


at 
wotost 
cORPORATION 
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1.25 LACH! 


A recent survey indicates that, on 
the average, it costs from $1.00 to 
$1.25 to send out an ordinary busi- 
ness letter. One sure way to balance 
your business budget is to elimi- 
nate the waste of time and paper 
involved in retyping. Use Millers 
Falls EZERASE — the bond paper 
that erases perfectly with a com- 
mon pencil eraser. With EZERASE 
you get neater letters faster, with a 
real saving of time and money. It’s 
a secretary's dream and a budget- 
balancer’s delight. 


Better papers are mathe with cotton ther 


MILLERS FALL 
te &. Ee. 
BOND AND ONION SKIN 


MILLERS FALLS PAPER CO, © MILLERS FALLS, MASS. 
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Ability to motivate people 





How would you rate your immediate 
superior on the following qualities? 


Excellent Good || Fair Poor 
Delegation of authority 23.6% 37.6% || 26% 12.8% 
Planning ability 19.9% 45.5% || 26.3% 8.3% 
Organizing ability 19.4% 38.1% || 30.7% 11.8% 


Knowledge of business principles 21.5% 44.1% || 24.7% 9.7% 
21.4% 27.6% || 31.8% 19.2% 








biased, self-centered attitude on 
the part of lower-level managers— 
and an inability to understand the 
problems and complexities that 
their superiors must face in their 
top management jobs? 

It does not seem justifiable to 
brush aside the survey findings on 
this basis. Here are two reasons: 

First, all of the participants in 
the survey are men who are study- 
ing management in their own spare 
time, through a well-known man- 
agement training program.® 





*The survey was conducted in 
conjunction with “Management 
Methods” by Alexander Hamilton 
Institute, noted for its comprehen- 
sive course in management train- 
ing. The survey questionnaire was 
mailed to a random sampling of 
middle and junior executives en- 
rolled in the course. 











Second, the negative, critical 
answers to some survey questions 
are counter-balanced by positive, 
favorable answers in those areas 
where the respondents feel their su- 
periors are doing a satisfactory job. 
For example, three out of four of 
the respondents said their superiors 
encourage them to suggest new 
ideas or methods. Eighty-two per- 
cent said their companies give pro- 
motions fairly and impartially, and 
almost all (92%) said their com- 
panies consider efforts at self-de- 
velopment in selecting men for pro- 
motion. More than 80% said they 
feel their best chances for business 
success lie with their present firms, 
rather than in greener pastures 
elsewhere. 


Listen and learn 


But for the senior executive who 
is wondering what his subordinates 


think of his management skill—and 
is willing to benefit from what his 
subordinates think—this survey 
finding is significant: 

Four out of five of the survey par- 
ticipants said they are of the opin- 
ion that their immediate superior 
needs additional management 
training. 

The survey questionnaire asked 
each respondent to rate his boss as 
either excellent, good, fair or poor 
in each of five basic executive qual- 
ities. The chart above shows the 
tabulations of answers to this ques- 
tion. 

Note that for the first four quali- 
ties of delegating, planning, organ- 
izing, and knowledge of business 
principles, the majority of the re- 
spondents gave their bosses either 
an excellent or good rating. But for 
the fifth quality—ability to motivate 
people—more than 50% of the re- 
spondents rated their bosses as only 
fair or poor. 

Top management's need for bet- 
ter motivating ability is empha- 
sized in the answers to another 
question: What do you think is 
your immediate superior’s greatest 
need to make him a better boss? 

More than half of the respon- 
dents who wrote answers to this 
question touched on motivating 
ability. Here is a random sampling 
of the comments: 


“A better understanding of hu- 
man relations.” 

“More diplomacy.” 

“A more comprehensive knowl- 
edge of personnel handling.” 

“Much needed improvement in 
handling personnel.” 

“To circulate among managers 
more often...” 

“Needs to lose a certain amount 
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not just “copies”. 
but copies precisely like the original... 
thousands if needed...in minutes! 


Xerography copies the quality, too. 
Whether it’s a simple report of a few 
pages and a few copies, or a monu- 
mental report of hundreds of pages, 
you can copy it onto duplicating mas- 
ters faster by xerography—and still 
retain all the crispness and impact of 
the original quality. 

That’s a boon for any executive. It 
means that every copy distributed will 
be as sharp and clear as yours. 
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You get copies precisely like the 
original—thousands if needed—in 
minutes. And xerography’s versatility 
permits enlargements, reductions, or 
size-to-size copying. The cost is low 
so low you can now do things you 
never before thought economically 
feasible. 

Write for proof-of-performance 
folders showing how xerography is 
saving time and thousands of dollars 
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for companies of all kinds. Haloid 
Xerox Inc., 58-199X Haloid Street, 
Rochester 3, N. Y. Branch offices in 
principal U.S. and Canadian cities. 


HALOID 
XEROX: 
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COTTON* makes good connection 
with Automatic Electric 





*Fairfax Towels used by Automatic ' 
Electric Company are supplied by 
Chicago Towel Company. 


@ From its beginning as the originator of the dial telephone in 1892, 
Automatic Electric Company has come a long way. As the leading manu- 
facturing unit of General Telephone, its vast new facilities at Northlake, 
Illinois, provide 35 acres of floor space under one roof, designed for efficient 
straight line production of telephone equipment and relays, switches and 
other components used in automation and electrical control. And because 
a “house” of this size demands extremely efficient housekeeping, too, Auto- 
matic Electric provides its 8,000 employees continuous cotton toweling, in 
plant and office washrooms. 

The companies using cotton towels or toweling have found that they 
improve employee relations and speed up washroom traffic. And, of course, 
reduced maintenance costs are also important. 

Why not see what cotton can do in your plant or building? For free book- 
let on cotton towel service, write Fairfax, Dept. R-8, 111 W. 40th Street, 
New York 18, N. Y. 


Here’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management 
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WELLINGTON SEARS COMPANY, 111 W. 40TH STREET, NEW YORK 18, N. Y. becectoeed 


GANUFACTURING CO 
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of egotism and give more cred- 
Mh 5, 

“More interest in employees and 
their work.” 

“More meaningful communica- 
tion on the personal conference 
type level ¥ 

“Understanding of individuals 
and their desires.” 

“He should be better able to rep- 
rimand when necessary .. .” 

“How to give orders. Cannot get 
along with people.” 

“The distance between him and 
the men under him is too great 

“A better understanding of peo- 
ple and what motivates them.” 

A similar unanimity in response 
was brought forth by this question: 
If you were asked to make one sug- 
gestion for improvement of rela- 
tions between top management 
and your level of management, 
what would that suggestion be? 
The respondents put the emphasis 
in their written answers on the val- 
ue of improved communications. 
Among the comments: 

“More clearly defined objectives 
and _ policies.” 

“Speed and assure the flow of 
information.” 

“Closer relationship between all 
levels of management.” 

“From time to time, sit down and 
have a table discussion.” 

“Let our superiors tell us how we 
are doing as supervisors and as 
members of management.” 

“Take time to listen!” 

“More regular ‘discussion only’ 
periods.” 

“At least once a year have an in- 
terview and critique by immediate 
superior.” 

“Have top management devote a 
specified amount of time as a mini- 
mum to my sphere of operations.” 

“A detailed report on business, 
monthly.” 

“Let us know what manage- 
ment’s problems are so we can bet- 
ter understand their decisions.” 

“The union ‘grapevine’ generally 
has the news before general super- 
vision. Management should better 
inform its supervisors.” 

The final question in the survey 
invited the middle and junior ex- 
ecutive respondents to offer any 
additional comments concerning 
their attitudes toward top manage- 
ment. Many of the expressions that 
were written out were both signi- 
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HOWARD PAPER MILLS. INC. Dayton, Ohio 
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around the office 


Office managers, please note! You’ve gota 
friend named ‘Howard’. He’s a good 
friend—reliable and versatile. He’s a 
friend that will help you cut costs if you 
put him to work. Howard, of course, is an 
extraordinarily fine line of office and busi- 
ness papers. 

Take Howard Duplicator Papers, for 
instance: Howard Watermarked, and 


Workwell. Each is a perfect example of its 
grade, Workwell being thriftier, and each 
comes in classic clean, clear colors and bril- 
liant white. Both are in use in thousands 
of offices—as are all the other lines for 
every business and office use made by the 
four divisions of Howard Paper Mills, Inc.” 

Remember ‘‘Howard’—an easy name, 
a good name—to remember. 


HOWARD 
PAPER MILLS, 


Bonds + Ledgers * Mimeograph + Duplicator + White Print 
Process Master Papers + Letterpress and Offset Papers + Envelopes 


* FOUR DIVISIONS: HOWARD PAPER DIVISION, Urbana, Ohio-AETNA PAPER DIVISION, Dayton, 
Ohio—- MAXWELL PAPER DIVISION, Franklin, Ohio—DAYTON ENVELOPE DIVISION, Dayton, Ohio 


(Circle number 121 for more information) 


| 
| 
i 
: 








COLUMBIA RIBBON & CARBON MANUFACTURING CO., INC., GLEN COVE, NEW YORK 
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HIGH, LOW & LAST, INC. 


Bullish on Columbia Ribbons & Carbons 





“On stock transactions no longer do we err, 
Because copies three and four no longer blurr,”’ said Low to High. 


“I’m high on Low,” said Last. ‘‘Ever since he teamed our 
business machines with Columbia Ribbons and Carbons!”’ 


%* Trade-mark reg. U. S. pat. off. 
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ficant and revealing. Here are a 
few samples: 

“Lower management has a duty 
and responsibility to tell upper 
management what it thinks.” 

“Management tends to count too 
much on the amount of work done 
with little regard for efforts of im- 
proving methods and efficiency.” 

“Supervisors need clear cut rules 
to operate by. Without them, they 
take too many routine matters or 
minor crises to higher authority.” 

“Top management would often 
do well to consult department 
managers on the advisability of 
making changes.” 

“My present employer fails to 
train enough junior executives or 
provide opportunity for them.” 

“Responsibility should be chan- 
neled down through the organiza- 
tion with respect to every position 
and channeled back the same way.” 

In summing up the findings of 
this survey, James M. Jenks, secre- 
tary of the Alexander Hamilton In- 
stitute, said this: 

“Throughout the questionnaires 
there are recurring expressions of 
desire on the part of these middle 
managers and junior executives to 
be given the opportunity to work 
more closely with top management. 
I know that many top executives 
say their doors are always open to 
anyone in the organization who 
wants to discuss business problems. 
However, this is essentially a pas- 
sive approach. What the survey in- 
dicates more than anything else, in 
my opinion, is that top managers 
must actively encourage subordi- 
nates to work on the management 
team. It is in this way that fuller 
utilization of the potentialities of 
this management group can be 
achieved.” m/m 


Management is spending more 
for employee communications 


Despite the current profit pinch, 
and cost cutting measures being 
taken by many managements, U.S. 
corporations are spending more 
now than ever before to communi- 
cate with employees. This fact was 
pointed out in a study just con- 
cluded by the House Magazine In- 
stitute. 

Findings show that 23% of the 
firms surveyed have actually in- 
creased their employee magazine 
budgets. m/m 
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OFFICE cHaNGe OF OVX ™ 


YES, unquestionably. No other office 
development in years affects so many 
offices both large and small, and so many 
types of business. 


While office procedures and functions 
remain much as always, Friden has in- 
troduced a radically new way of carrying 
them out: Everything goes on punched 
paper tape! 





» Automatic tape 
billing department in one desk 


Selectadoato® Automatic 


tape reader-selector-sorter 
Taledato® Automatic tape transmitter-receiver 


duatowritnr” Automatic 


justifying type-composing machine 


Add.-Pumch® Automatic 


code tape adding-listing machine 


When you see a Friden Tape-Talk unit 
in action...you realize some of the un- 
limited possibilities for applications to 
your office paperwork. 

And you see how Friden automatic 
machines, with their new “common lan- 
guage,” can work and think together for 
swift production at lower costs. 





Clexowitir® Automatic tape Friden Tape-Talk machines can auto- 
writing-accounting machine mate your office in any desired degree... 
Quitomuitic: Srpput - Output Machine (1) eliminate need for manual move- 


ments and operator decisions...(2) in- 

crease work output without increasing 

payroll costs or overtime... (3) end errors 
, normally occurring in data recopying. 


Friden Natural Way Adding Machine 


Friden fully automatic Calculator— 
The Thinking Machine of American Business 





Friden Mailroom Equipment 


Call your nearby Friden Man or write 
Friden, Inc., San Leandro, California... 
sales, instruction, service throughout 


U.S. and the world. 


© Friden, Ine. 
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One biting Does Le— tor Filling and 


Billing of Multiple Shipments! 


Shipping Papers 
for Next Shipment 
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Original Order 
from Multiple 
Part Form 














Reproducible Copy 
of Original Order 
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Invoice Copies 


Reproducible Copy of the Covering the 


Original Order Extended nea Sapeaaee 
@ You type or write the order once on a multiple part For subsequent shipments, the original translucent order 
form to cover the first shipment. The translucent top is utilized to make as many sets of shipping papers and 
sheet of the form is retained as the original order. In invoices as you need. No rewriting or retyping of infor- 
your Bruning Copyflex copying machine, you make sharp, mation. You slash clerical work and costs, get invoices out 
exact copies of this original order to serve as shipping faster. Copyflex 8'4 x11" copies cost less than a penny each 
papers and production copies for the second shipment. At for materials. Machines are available with printing widths 
the same time, you make a reproducible copy of the orig- from 11” to 54” and are priced as low as $555 for the table 


inal order. Shipping information and price extensions model. Machines are available on Lease-Purchase Plan. 
for the first shipment are entered on this reproducible 
copy. It is then run through your Copyflex machine to 
reproduce invoice copies covering the first shipment. =o ae === Send for Your Free Copy | aa ee ae 





Charles Bruning Company, Inc., Dept. 82-F 
1800 Central Road, Mount Prospect, Ill. 


Offices in Principal U. S. Cities 
BR || G In Canada: 105 Church St., Toronto 1, Ont. 


Please send me the booklet on Copyflex 


f for order-invoice and other applications. 
]Y) 4% Name : Title_ a ee 


Company. Pee J : Ci 
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COST CUTTERS 


SLIM DOWN YOUR 
PRODUCT LINE 


® TRIMMING the number of models 
in your line can cut your produc- 
tion and handling costs. Further, 
this cutback in models will ease the 
inventory burden of your distribu- 
tors and retailers. 

Case in point: Hotpoint Co., divi- 
sion of GE, has drastically sliced its 
1959 line of television receivers. 
The new line features only 14 mod- 
els, as compared with 34 models in 
the 58 line. Marketing Manager 
Don F. Johnston says, “This shortest 
line in Hotpoint's history will great- 
ly relieve the inventory problems 
currently facing our retailers.” 


LEASE BACK YOUR 
RETIRED EXECUTIVES 


™ SEVERE LOss to many companies 
occurs when a key man is forced to 
retire at age 65 because of com- 
pulsory retirement policies. 

Now there’s a way to side-step 
the problem, and keep the key man 
working without breaking company 
rules. Office Temporaries Inc., a 
New York personnel service bu- 
reau, has set up what it calls the 
Picker Payroll Plan. In a nutshell, 
the method works like this: PPP 
hires the retired man, then leases 
him back to his former employer. 

An executive of a major oil com- 
pany, for instance, was in the midst 
of a number of important projects 
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when his compulsory retirement 
date arrived. To abandon the proj- 
ects in midstream, or to turn them 
over to someone else would have 
been costly. Solution: the man was 
officially retired, immediately hired 
by the Picker Payroll Plan and 
leased back to the oil company 
without his losing an hour on the 
job. 

PPP offers variations of this serv- 
ice, takes 15% of the key man’s sal- 
ary as a service fee. PPP maintains 
all records, assumes complete re- 
sponsibility. 

In another case, a Pennsylvania 
firm wished to open a small New 
York office, but wanted to avoid all 
the troublesome regulations cover- 
ing branches of out-of-state firms. 
Solution: the firm opened its New 
York office, but PPP staffed it. Thus 
the office was legally that of Picker, 
not the Pennsylvania firm. 


PIPE IN WORKING MUSIC 


™ MISSISSIPPI POWER & Light Co. 
installed a “working music” system 
in its machine accounting and bill- 
ing department with these results: 

1. An 18.6% boost in productivity. 

2. A 37% decrease in errors. 

3. A 16% drop in billing time. 

Muzak, Inc. uses this kind of rea- 
soning as an argument in favor of 
music in the office: 

It’s generally agreed that clerical 
employees work at only about 50% 
of capacity. Salary costs average 
75% to 90% of total office costs. So 
even a slight increase in efficiency 
can result in big dollar savings. 


Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


Planned working music is one way 
to relieve tension and monotony, 
boost worker output, Muzak states. 


USE “ACCOUNTING 
OFFICE ON WHEELS” 


® A MOBILE ACCOUNTING OFFICE has 
cut accounting costs about 40%— 
and provided more accurate figures 
—for Tresler Oil Co. of Cincinnati. 
The company’s “traveling office” 
represents an idea that can be 
adapted by any firm with central- 
ized accounting for numerous 
branches, stores or repair centers. 

Tresler’s “accounting department 
on wheels” is a truck staffed by a 
trained accountant and equipped 
with a Victor Mult-O-Matic print- 
ing calculator. It makes the rounds 
of the company’s 100 service sta- 
tions. 

Now the central accounting of- 
fice doesn’t have to wait for station 
reports to be prepared and submit- 
ted. The mobile office does the 
work. 

“Result of this on-the-spot ac- 
counting has been not only getting 
more accurate figures more quick- 
ly, but cutting the former cost al- 
most in half,” says President George 
H. Panuska. 
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PRUNE PROFITLESS FRILLS 


™ CONSIDERABLE dollar savings can 
be accumulated by trimming 
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around the edges, abolishing non- 
essential frills. 

A California electronics plant has 
drained its fish pond to save the 
cost of keeping it clean. Some firms 
are dropping company sponsored 
athletic teams, and a Philadelphia 
concern has curtailed costs of trade 
publications by requiring technical 
people to share copies. 

One large company trimmed its 
force of night watchmen, feels it ob- 
tains equivalent protection | by 
equipping the remaining men with 
motor scooters. 

Prices have been raised in some 
company cafeterias to reduce or 
eliminate the operating deficits. One 
firm has started a policy that re- 
quires employees to submit monthly 
records of their personal phone calls 
together with payment at 10 cents 
per call. ie 

A New York firm finds there are 
savings when pencils are rationed 
out to the clerical workers at regu- 
lar intervals instead of being requi- 
sitioned or just taken at the employ- 
ee’s convenience. Another company 
now issues one low cost mechanical 
pencil to each employee, leaves it 
up to the individual to replace it if 
lost. . 

Another company makes sales- 
men talk their expense accounts into 
a dictating machine; expenses have 
dropped measurably (the company 
doesn’t know exactly why). 

Executives, individually, can let 
company cost cutting carry over 
into their personal finances, and 
many have. Attendance at this 
years machine tool industry con- 
vention in Chicago was about half 
that of last year, although there 
were the same number of men on 
hand. They simply left their wives 
home. 


DO BOOK RESEARCH 
BEFORE LAB RESEARCH 


@ DON’T START a research project in 
the lab until it has been thoroughly 
researched in the library. 

That’s a rule that too few com- 
panies follow. Firms are constantly 
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spending thousands of dollars to 
research facts that have already 
been uncovered by someone else. 

One of the country’s largest elec- 
trical manufacturers spent two 
years and thousands of dollars ex- 
perimenting with artificial rain- 
making. Then the researchers 
learned to their surprise that they 
duplicating research 
work done 20 years earlier by 
Dutch scientists. A good reference 
librarian could have turned up the 
research findings in a matter of 
hours. 

Although nearly 2,000 U.S. firms 
have their own technical libraries, 
many of them are little more than 
book check-out departments oper- 
ated by clerks. 

A technical library is useless un- 
less it has the services of a qualified 
librarian, equipped with adequate 
resources, says Harold S. Sharp, 
chief librarian for the Farnsworth 
Electronics Co., Fort Wayne. It’s 
true, he adds, that technical libra- 
ries cost money, but an effective one 
more than pays its own way. Fur- 
thermore, firms without their own 
libraries can make use of good li- 
brary resources available to them 
from universities, associations and 
the government. 


TIME SAVERS 


GET A HEAD START 
ON THE WORK DAY 


® ARRIVE AT THE OFFICE an hour or 
even a half-hour before starting 
time and you can get twice as much 
accomplished as during midday. 
This is the experience of Nathan 
W. Picker, president of Office Tem- 


poraries, Inc.. New York. He also 
finds that early morning staff meet- 
ings save time, and eliminate the 
pointless discussion that often drags 
out meetings. 

President Picker calls staff meet- 
ings at 8:30 a.m., with the under- 
standing that the meeting must 
break at 9:00 a.m. when the office 
opens. The result is a fast-paced 
meeting that allows no time for 
pyramiding discussion. When the 
president asks a question of one of 
his executives, and gets an answer, 
the meeting moves on to other top- 
ics. This method, says Picker, trains 
executives to sharpen their think- 
ing, since they know they don’t have 
time to beat around the bush: they 
must make their point in as few 
words as possible. 

Picker has one other technique for 
encouraging his staff associates to 
sharpen their thinking. His method: 
never answer a first memo from a 
staff member asking for advice or 
direction. If you don’t do the man’s 
thinking for him, says Picker, in 
four out of five cases he will work 
out the solution himself—and prob- 
ably won't bother you the next time 
he faces a problem that he is actu- 
ally able to solve himself. 


PIN DOWN TIMES 
OF SOCIAL ENGAGEMENTS 


™@ STANLEY MARCUS, head of Nie- 
man-Marcus in Dallas, believes bus- 
inessmen waste a great deal of time 
by arriving too early for loosely 
scheduled social engagements. He 
suggests that when invited to a so- 
cial gathering, the business execu- 
tive determine in advance from the 
host or hostess exactly when the 
party is to begin. Retailer Marcus 
himself refuses to accept invitations 
unless he can elicit the actual time 
schedule. When invited ‘to dinner, 
he arrives just one cocktail early, 
having put to good use valuable 
minutes or hours that might other- 
wise have been wasted in idleness. 
“Dinners called for 7 p.m. and 
served at 10 are inedible,” com- 
ments Gourmet Marcus. 
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MORALE BOOSTERS SALES BUILDERS 


USE COFFEE BREAKS 
FOR QUICK MEETINGS 


™@ ONE WEST COAST PLANT gets an 
occasional bonus from ifs coffee 
break. At random intervals, the 
break becomes a “coffee confer- 
ence,” giving supervisors a chance 
to discuss problems with their work 
groups. The company supplies 
doughnuts and coffee. These meet- 
' ings, of course, are not scheduled 
every day, just when needed. 

Note: Where rest periods have 
been negotiated with a union, con- 
sent must be obtained before using 
them for business purposes. 


OFFER ‘WEATHER BULLETINS 


™ A FIRM THAT KEEPs its employees 
posted on the weather finds the cost 
nil, the gratitude high. “We figured 
the weather is important to every- 
one,” says a spokesman for the firm, 
“particularly in the summer when 





most people like to plan outdoor 
weekend activities.” 

The company has designed a 
“weather board” which carries 
weekly forecasts on a day-to-day 
basis. Forecast information is ob- 
tained from the local office of the 
U. S. Weather Bureau. The infor- 
mation not only helps employees 
plan personal activities, but enables 
them to plan their clothing and 
work transportation in advance. 
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MIX JUDGMENT WITH 
RESEARCH FINDINGS 


™@ FOLLOWING a market research 
study, it’s a common mistake for 
management to rely not only on the 
facts, but on the conclusions sup- 
plied by the researchers. 

This can be dangerous, warns H. 
Stanley Lawton, vice president of 
sales and development for Michi- 
gan Chemical Corp. 

“Have the researchers get the 
facts and present them, but make 
the deductions yourself,” he says. 

Speaking before the _ recent 
American Marketing Association 
conference in New York, Lawton 
said: 

“Those of us who are respon- 
sible for taking action based on the 
findings of the researchers all too 
frequently accept as gospel truth 
the deductions and _ conclusions 
which the researchers have drawn. 
A tendency on the part of the busy 
manager is to read the report, to 
remember the conclusions and de- 
ductions, and to glide quickly over 
the data which is supposedly fact. 
Do not fall prey to this. Read the 
facts and estimates, and in light of 
your own knowledge of the indus- 
try situation and your own market- 
ing problems, make the deductions 
yourself.” 


MAKE YOUR SALESMEN PLAN 


™ PROBABLY NO ONE needs to plan 
his work more than a salesman does, 
Yet it’s evident that too few sales- 
men mix enough planning imto 


their work. Chief reasons: they have 


never been trained in efficient work 
methods, reporting procedures don't 
force them to plan, or their paper- 
work and other fringe duties may 
leave them little time for planning 
and pre-scheduling. The net result 
may be that your salesmen are 
spending a lot less time than they 
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should for actual selling. To begin — 
to attack the problem you might © 
consider a workshop session at your 
next sales meeting, offering your 
sales force a short course in work 
efficiency, with the emphasis on 
planning ahead. The result can be 
not only more sales calls, but less 
travel expense as well. Written bul- 
letins to salesmen on the subject of 
planning can also help. 

Some firms have set up training 
programs designed specifically to 
show salesmen how to gain selling 
time by detailed advance planning 
and scheduling that results in less 
travel time, more thorough cus- 
tomer analysis, concentration of ef- 
fort where potential is greatest, cut- 
ting down time spent waiting to see 
customers and prospects. 

Another approach is to study, 
simplify and improve your proce- 
dure for sales reports. Think in 
terms of designing the reporting 
method to both save time and force 
the salesmen to plan ahead in order : 
to properly complete their reports. 

One company has devised a sales 
report that uses code numbers, | 
takes only 60 seconds to fill out yet : 
contains all the sales intelli a 
the firm requires to market effec- 
tively. “ 















































WEIGH INSIDE VS. OUTSIDE 
MARKET RESEARCH 


@ WHEN YOU ARE PLANNING a mar-— 
ket research project, let the scope 
of the job determine whether it will 
be done by an outside firm or by 
your own research group or field 
sales people. 

This advice comes from H. Stan- 
ley Lawton, vice president of sales 
and development for Michigan 
Chemical Corp., speaking before 
the recent American Marketing As- 
sociation conference. 

He points out there are pros and 
cons for both internal and external 
research. 

Factors in favor of hiring outside 
researchers: they can help define 
the problem, may show you that 
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you are aiming the research in the 
wrong direction; they can make use 
of information already in their files; 
they can open doors that might be 
closed to your own staff fact-find- 
ers; they can usually present their 
findings in the best form for use; 
they are likely to turn up better in- 
formation than would your own 
staff; and they can do the job with- 
out a disruption of your own staff's 
normal workload. 

Factors «gainst hiring an outside 
research firm: professional re- 
searchers sometimes tend to tell 
you what they think you want to 
hear; they are expensive since 
charges usually run $100 or more 
per day per man, plus expenses; and 
they may inadvertently give away 
more information than you wish to 
have in the hands of potential cus- 
tomers or competitors. 

There are also two sides to the 
coin when it comes to using your 
own research staff, says Sales Exec- 
utive Lawton. To quote him: 

“Your own company people want 
to do their best as a rule. However, 
the temporary people you may hire 
to augment your ranks during 
research frequently lack company 
loyalty, and are sometimes careless 
about their sources of information 
and the amount of company infor- 
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mation they give away during an 
interview. In addition, you have to 
be careful that these temporary 
people are the type of people your 
company would want representing 
you when they call on potential 
customers to determine market po- 
tential. Also with regard to your 
own market research department, 
you must be careful that the project 
on which you have your research 
people working is considered suffi- 
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ciently important so that it does not 
get hasty handling to make way for 
another project, which is consid- 
ered more important by the market 
research department. If this is 
not done, the sample used to define 
the market and determine sales po- 
tential is frequently too small. 

“With regard to using your own 
field salesmen, it has been found by 
many companies that this is not 
wise because the salesmen tend to 
get confidential with the customers 
or other people in an allied indus- 
try on whom they may be calling. 
Generally, they give too much in- 
formation and get too little. Fre- 
quently they get so friendly with 
the customer that they will believe 
anything the customer tells them. 
With non-customers they are not 
very skilled in getting information. 
And as important as any other con- 
sideration, they lose valuable sell- 
ing time.” 


USE CLIPPING SERVICE 
TO FIND FRESH LEADS 


®@ YOUR BEST LEADS may be as near 
as your morning newspaper. One 
diaper service, for example, has a 
system set up for checking all local 
papers in the extensive area it cov- 
ers, for announcements of baby 
showers and births. 

A similar approach for obtaining 
solid sale prospects—not just sus- 
pects—is used by Babaco Alarms 
Systems. 

The firm has a contract with Luce 
Clipping Bureau to supply a clip- 
ping of any newspaper story about 
hi-jackings throughout the country. 
Then while management in the vic- 
timized firm is still vividly aware of 
the theft, Babaco air-mails litera- 
ture about its truck alarm systems 
and, wherever feasible, has a sales- 
man call. A majority of such hot 
leads is quickly converted into or- 
ders, Babaco reports. 

The alarm firm gets added mile- 
age from these news clips by com- 
piling them into a “warning bulle- 
tin” that it mails to truck shippers— 
alerting them to the latest trends 


WANTED 


INFORMATION LEADING 
TO THE SOLUTION OF 
COMMON MANAGEMENT 
PROBLEMS. 


Management Methods will 
pay a reward of $10 for each 
problem solving idea pub- 
lished in this Workshop for 
Management. Ideas must be 
practical, concisely written, 
and readily adaptable by 
other firms. Each item should 
fit into one of these five cate- 
gories: 


COST CUTTERS 
PROFIT MAKERS 
SALES BUILDERS 
TIME SAVERS 
MORALE BOOSTERS 


Ideas used will include credit line 
for you and your company. Address: 
The Editor, Management Methods 
Magazine, 22 W. Putnam Ave., 
Greenwich, Conn. 





and tricks in hi-jacking circles— 
winning goodwill and more sales 
for Babaco. 


KEEP HAMMERING 
AT SAME CUSTOMERS 


™ TOO MANY SALES are lost because 
the salesman gives up too soon. 

Consider these facts from a re- 
cent survey by National Sales Ex- 
ecutives, Inc. Eighty percent of all 
sales are made after the fifth call. 
But the study indicates that 48% of 
salesmen make only one call on a 
prospect. Twenty-five percent call 
twice, then quit. Only 12% make 
three calls before giving up. 

Ten percent continue to call. This 
persistent group is responsible for 
80% of all sales, the survey findings 
show. m/m 
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How your wife can 


back you in your job 


In this tape recorded interview, six wives of top executives 
make one point clear: although the average executive 
can get along in business without an assist from his 
wife, he is shortsighted if he overlooks the help she can 
give. The dozens of suggestions offered here will make 
valuable reading both for you and for your wife. 





mmm “A wife is either an as- 
set or a liability to an executive. There 
is no in-between. If she isn’t a help to 
him, then she is a millstone.” 

These direct words belong to Mrs. 
Janith North, a mother of four, and wife 
of a West Coast company president. She 
was speaking during a tape recorded 
round table interview conducted by a 
MANAGEMENT MErTHOobs editor. 

Six wives of young presidents took part 
in the interview (see panel next page). 
They were not briefed in advance on 
specific questions to be asked, and no 
husbands were present during the dis- 
cussion. The interview was held in the 
Pasadena, Calif. home of Mrs. Clara Bur- 
gess, who served as hostess. 

The wives gave frank, unhesitating 





answers to such questions as these: 


How cana wife best back up an execu- 
tive in his business life? 

Should she take a personal interest in 
his business problems, or attempt to 
remain completely apart from them? 
How significant is the wife’s role as a 
“sounding board”? 

Are there dangers when company 
wives socialize among themselves? 
Should an executive's wife try to stop 
her husband from working too hard? 
And what about vacations? 

What can an executive do to help his 
wife in her job of supporting him? 
When should a wife travel with her 
husband? 


Three of the women interviewed are 


35 








MM’‘S PANEL OF 
PRESIDENTS’ WIVES 


Mrs. William H. (Clara) 
Burgess 

(two children) 

Electronic Specialty Co. 
Los Angeles 


Mrs. Hugh F. (Audy Lou) 
Colvin 

(four children) 

Consolidated Electrodynamics 
Corp. 

Pasadena 


Mrs. Warren C. (Lynn) 
Cordner 

(three children) 

First Thrift of Los Angeles 
Los Angeles 


Mrs. Lewis H. (Royle) 
Glaser 

(two children) 

Revell, Inc. 

Venice, Calif. 


Mrs. Henry E. (Janith) 
North, Jr. 

(four children) 

Arcadia Metal Products 
Fullerton, Calif. 


Mrs. Douglas A. (Betty) 
Russell 

(three children) 

Daniel, Mann, Johnson & 
Mendenhall, Architects and 
Engineers 

Los Angeles 























wives of executives who have been the 
subject of articles in MM’s series, “Profile 
of a New Kind of Manager.”* One of the 
wives, Mrs. Royle Glaser, serves as an 
active vice president in her husband’s 
firm. All six are wives of members of the 
Young President’s Organization. 

The comments that follow represent 
the actual transcript of the taped inter- 
view, slightly edited and -condensed. 
Here, then, is what six executives’ wives 
have to say about the things a wife can 
do to assist her husband in his business 
career. 





*Lewis H. Glaser (MM, Nov. 756), Douglas A. 
Russell (MM, Sept. °57), William H. Burgess 
(MM, Feb. 758). 
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PHOTOS BY ERNEST E. RESHOVSKY 


Six presidents’ wives candidly expressed their ideas in this three-hour tape recorded discussion. 


e To keep competitive in these times, a business exec- 
utive must use every resource at his disposal. Is it 
reasonable for an executive to think of his wife in terms 
of a business asset? And if so, how can she best back him 


up in his work? 


Lynn Cordner: A wife can very 
definitely serve as a business asset. 
How she does it depends on her 
background and her familiarity 
with the things her husband deals 
with. One thing that every wife can 
do is help in budgeting his time, 
especially his social time. She can 
help control the demands put on 
him outside his business life. 
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Royle Glaser: I think the help a 
wife can give depends not so much 
on her own background and quali- 
fications, as on the male ego— 
whether her husband is permitting 
her to help him in his career. Most 
wives have a lot to contribute. 
Many times they don’t know it. And 
in many cases the husbands don't 
realize it. I would say that most 


executives’ wives have never been 
given an opportunity to support 
their husband in his work. It takes 
a certain greatness in a man to be 
able to share the spotlight with his 
wife, for example. And, by the 
same token, I think a wife who un- 
dertakes to back up her husband 
in his career must be constantly on 
her guard that she is not actually 
competing with him for the spot- 
light. This kind of competition is 
unhealthy for a marriage. 

Audy Lou Colvin: I personally have 
nothing to do with my husband’s 
business affairs. We have agreed 
that this is the best arrangement, 
and I consider myself very fortu- 
nate. I like to think that my hus- 
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band’s home life is important 
enough that having the major part 
in that is enough for me to do. 

I were to take an interest in my 
husband’s business, especially as 
his life becomes more and more 
complicated, it would mean that 
we would both have the same prob- 
lems on our minds at the same time. 
But under our arrangement I am 
free of his problems, and can help 
him get his mind off the business 
during his leisure time. 

Janith North: My feeling is that be- 
ing a sounding board—a good lis- 
tener—is one of the best ways a 
wife can contribute to her husband 
in his work—the ability to really 
hear what he has to say, under- 
stand what he has to say and per- 
haps make a comment or two. Be- 
ing a good listener sounds simple, 
but it is important, and it is not 
really as easy as it sounds. 

Betty Russell; I think it is extremely 
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“I think | help my husband make decisions by 


important for a wife to make her 
husband feel that she is a good lis- 
tener when he wants to discuss his 
work. There are some things that a 
man can’t say to his associates or 
subordinates, but he can express 
them to his wife. It gives him a way 
to release the pressure—to let off 
steam. There are times when every- 
one has to let his hair down. 
Whether or not a wife knows any- 
thing about the business doesn't 
matter; if he tells her and she lis- 
tens, it helps. 


Aniciv Ton ¢ 


I disagree with 
that. I think it is dangerous to sug- 
gest in a general way that an execu- 
tive should use his wife as a sound- 
ing board, and that the wife should 
assume this role. Some executives 
find no comfort in discussing busi- 
ness problems with their wives. 
And I’m sure some wives feel it is 
a mistake to encourage their hus- 
bands to relive their business prob- 


Royle Glaser 


lems by discussing them over the 
dinner table. I think that some- 
times a wife can help her husband 
by serving as his sounding board, 
but there are other times when a 
wife can do better to divert him 
from his business—encourage him 
to think and talk about other 
things. It depends largely on the 
wife-husband combination, and 
there must be as many different 
combinations as there are execu- 
tives. 

Lynn Cordner: I as an individual 
om no background in my _ hus- 
band’s business. He deals in a 
world where there is no place for 
me. But I do listen. And I try to 
keep up with the trends. I feel that 
there are times when I can assist 
him by making a few suggestions 
regarding company personnel. 

That is a significant 
point—the suggestions regarding 
company personnel, I mean. As 
with Audy Lou Colvin and Lynn 
Cordner, the technicalities of my 
husband’s business are Greek to 
me. But in the area of the general 
relationships among company peo- 
ple—there I think I can be of real 
help. And so I encourage my hus- 
band to share his business problems 
with me as much as possible. I try 
to make opportunities for him to 
tell me what he has been thinking 
and doing during the day. 

You know, when a man gets to 
the executive level, so much of his 
time is completely dominated by 
his business that if he doesn’t share 
some of it with his wife, he is not 
sharing his life with her. She be- 
comes something completely apart. 
Speaking very personally, if I did- 
n't know a little about what my 
husband is thinking and doing dur- 
ing those eight or 12 or 14 hours 
that he is away from home every 
day, then I feel that I wouldn't be 
working at marriage. 
©. And you feel, Mrs. Burgess, that 
although you can't help him with 
the technical problems of his busi- 
ness, you can assist him with some 
of the human relations problems? 

Yes, but I love to 
have en tell me about the other 
things too—whether or not to ex- 
pand, whether to seek new capital 


oO} 
Clara Burgess: 


MANAGEMENT METHODS 





er 


* EASIWG 


AAP MeN 4 2) nao 





tak 








ting BREE SRR 


ng the opposite sid 


in the East or West. I find these 
topics fascinating even though I 
could not offer any sound advice on 
them. 

©, Do you think it does him some 
good to tell you about them? 

Cl Burgess: Certainly it does. 
He does his thinking in his office, 
and then at home at the dinner ta- 
ble, after the children have gone to 
bed, he thinks them over again in 
entirely different surroundings. | 
never hesitate to offer an opinion 
and when he is trying to reach a 
decision, I always take the oppo- 
site side—think of all the objections 
I possibly can—so that he can re- 
examine and test his own decisions. 
Sometimes we have wonderfully 
long discussions. It is very impor- 
tant to me as a wife to participate 
in this way. 
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) We have discussed in general how a wife can sup- 


“port her husband in his work and specifically the 
wife’s role as a sounding board. What are some other spe- 
cific ways an executive can use his wife as a business 


asset? 


I think some of the 
most obvious ways are among the 
most important. For example, you 
help him become a healthy thinker 
on the job by making sure he gets 
a balanced diet, and spends enough 
time at the right kind of exercise 
and recreation. I think it is also 
important for a wife to encourage 
her executive husband to devote a 
reasonable share of his time to his 
children. Sometimes these men be- 
come so involved in their jobs that 
they lose touch with their children. 
It is his wife’s duty to recognize 
this problem if it starts to develop, 
and then find ways to stop it. 


im ¢ oradane 


Audy Lou ¢ Sometimes the 
wife’s contribution is made by pro- 
viding the stimulation or motiva- 
tion behind the executive. Or she 
may create the atmosphere that 
makes it possible for him to live 
with his own motivations. This may 
sound like saying that behind ev- 
ery good man there is a good 


woman. I don’t think that is neces- 
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sarily true. The wife may not be 
“good” by other people's standards, 
but she may be responsible, per- 
haps even in a _ negative way, 
for whatever her husband has 
achieved. 

A wife may be a 
source of valuable information for 
her husband. For example, some 
executives have found that their 
wives possess an almost uncanny 
knack for knowing which new 
products will sell and which ones 
won't. The wife's comments, of 
course, can have a particular sig- 
nificance when the product is sold 
to women consumers. In such in- 
stances, I think a woman should be 
an adviser on sales aspects. An 
executive's wife may not be quali- 
fied for this job, but on the other 
hand a man may find that his wife 
definitely does have a viewpoint 
or the benefit of a “sixth sense” to 
contribute. 

Yes, I feel women do 
possess a sense that most men don't 































Clara Burgess 


have. For example, I've known some 
women who seem to be better at 
evaluating people than their hus- 
bands are. It’s an intangible thing, 
but it can be very valuable. I think 
a woman can often see qualities or 
characteristics in a person that a 
man often misses or does not see as 
quickly. This is definitely an attri- 
bute which can help a wife to sup- 
port her husband in his work. 


’ 


Clara Burgess: Certainly one of the 
best services we wives can offer is 
simply to provide the home and the 
meal to which the husband can in- 
vite the prospect. In his own home 
an executive can do a much better 
job of looking over a man than he 
can in a public place or even in his 
office. I'm not sure how much a 
wife can contribute in evaluating a 
person’s qualifications, because we 
don't know the job he will fill. I 
confess there have been occasions 
when I haven't liked someone my 
husband brought home, and he 
turned out to be a good man for his 
job. Often what I consider to be 
liabilities turn out to be assets. 


Audy Lou Colvin: There are defi- 
nite values to an executive’s inter- 
viewing people or conferring with 
people in the social environment of 
his home. When you see someone 
in your home, in the light of the 
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values you consider significant in 
your home, personality shows up 


more sharply. There’s one thing 
that women seem to know instinc- 
tively-that men are having to 
find out by research—that you can’t 


separate a man’s business behavior 
from his social behavior. The way a 
man handles himself in your home, 
in a social atmosphere, is as import- 
ant a reflection of him as the way he 
handles himself in the boss’ office. 


You have all stated or implied that there are cer- 


tain qualities or characteristics that an executive's 
wife should possess. What other qualities are especially 


important? 


Lynn Cordner: One word comes to 
my mind: dependable. I think it is 
important for an executive to help 
his wife realize that it is vital that 


he be able to depend on her at 


least to the same degree that he 


depends on his business associates. 
Janith North: A different word 
comes to my mind. It may seem 


trite, but I think it is essential for 
the wife of an executive to be com- 
pletely trustworthy. A wife must 
know when to keep quiet about the 
things her husband has told her in 
confidence. 


Q. Are you suggesting that an ex- 


ecutive should avoid taking his 
wife into his confidence on business 
matters, because of the danger 
that, at a cocktail party perhaps, 


his wife might be thoughtless in 


what she says? 

Lynn Cordner: I think a husband 
would discover such thoughtless- 
ness very quickly. 


Royle Glaser: This problem can 
work both ways, you know. Be- 
cause of my husband’s enthusiasm 
for the new products we constantly 
have on the drawing boards, he 
loves to tell people about them. 
When he starts talking to competi- 
tors and others about what we are 
doing, it’s my job to keep him from 
saying too much. 

Clara Burgess: On this point of 
wives keeping confidences, I’ve 
found it is particularly important to 
avoid discussing business affairs 
when you are in the company of 
other people from your husband's 
firm. The only time I said some- 
thing that I later found I shouldn't 
have said was when we were enter- 
taining a group of company people. 
I made a casual statement based on 
something my husband had told 
me. It turned out that one of the 
other executives had told his wife 
about the same thing, but she pos- 


there any other comments on this subject? 


Janith North: I think it is dynamite. 
The less social contact among com- 
pany executives, the better. Misun- 
derstandings accrue. Then, much 
as they bend over backwards to 
avoid it, rivalries develop—job ri- 
valries and social rivalries. This is 
particularly true when top execu- 
tives and their wives begin social- 
izing with junior executives and 
their wives. 

Lynn Cordner: I feel strongly about 
this. I believe a top executive 
should entertain his company as- 
sociates perhaps once or twice a 
year, and that it should be done on 
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the basis that return invitations are 
not expected or desired. If a return 
invitation is received, I think it 
should be turned down, to keep 
company social mingling to the 
minimum. 

Betty Russell: My husband’s com- 
pany operates on a policy of hold- 
ing socializing to a minimum. The 
six partners who head the firm, and 
their wives, attend one or two par- 
ties together a year and that’s all. 
Selfishly, I think it is an unfortu- 
nate thing because I know that one 
or two of the other wives and I 
could become very good friends. 








sessed an entirely different view of 
the matter from the one I was ex- 
pressing. 

I feel strongly that this kind of 
confusion is bound to result when- 
ever there is social intermingling 
among company people. Some- 
thing is bound to come up that 
shouldn't. That’s why we now have 
an absolute rule that there is no 
social mingling at all, except twice 
a year—at the Christmas party and 
the summer picnic. In a family-run 
company, I think social life restric- 
tion is even more important. 


You apparently feel strongly about company executives’ socializing. Are 


On the other hand, I realize that 
this “decentralization” is necessary. 
Royle Glaser: I don’t think a policy 
of this kind is always necessary. It 
depends on the atmosphere of the 
company. In my own case, I would- 
nt hesitate to get together with 
any of the other executive’s wives 
—particularly when our husbands 
are away together on business, for 
example. When we do get to- 
gether, we don’t make a point of 
talking about each other’s husbands 
in particular, or about the business. 
We are interested in each other as 
people, not as business associates or 
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wives of business associates. We 
hope that our executive team will 
be together for a good long time. 
I really feel that when we wives 
socialize together, or when the men 
and their wives socialize together, 
we are helping to build a family 
feeling within the company. 

On the other hand, I think there 

is a danger when there is compul- 
sory social life within a company. 
Under such an _ arrangement— 
where a man feels he must enter- 
tain his associates for dinner, or a 
junior executive's wife feels she 
must have tea with the president's 
wife—I think you destroy the essen- 
tial freedom that an executive and 
his wife should possess—the free- 
dom to enrich their lives through 
associations of their own choice 
away from the business. 
Clara Burgess: To change the sub- 
ject slightly, I think it is a mistake 
for an executive and his wife to let 
their social life become primarily 
business-centered. I can think of 
one executive who told me recently 
that he and his wife have not done 
any entertaining in the last four 
years that he could not write off as 
a business expense. And his wife 
gives three dinner parties a week! 
That man’s social life has become 
merely an extension of his business. 
I think executives who do that are, 
in the long run, narrowing their 
own. horizons. 
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“A top executive should 
entertain his associates 
sparingly, and turn 

down return invitations.” 





Lynn Cordner 


e Let’s turn now to another subject. Should an exec- 
utive’s wife try to stop her husband from working 


too hard? 


Lynn Cordner: [| think a_ wife 
should try to maintain the right 
balance: work with recreation. I 
try to insist that my husband spend 
at least two days a week away from 
the business—with no briefcase. 
Clara Burgess: Of course, as a com- 
pany president, my husband works 
hard, but I don’t think he is work- 
ing too hard, because he likes what 
he is doing so much. His work is 
recreation for him—he loves it, so 
he is not under strain or tension or 
pressure. If he were doing some- 
thing he hated, and was fighting it 
all the time, then I’m sure I would 
feel that every hour he spent at it 
would be too much. 
Royle Glaser: Yes, I think my hus- 
band works too hard. However, 
I don’t feel duty-bound to convince 
him he is working too hard. But | 
do feel duty-bound to help him 
convince himself that it is wrong to 
work so hard. One problem that re- 
sults when a president throws him- 
self so totally into his job is that he 
sets too rapid a pace for the other 
executives. Because the others try 
to keep up with him, it results in an 
unhealthy situation. 

I think executives should follow 


the lead of doctors who take a day 
off in the middle of the week. I 
think the number of breaks an ex- 
ecutive takes is more important 
than the length of time he takes off. 
Top executives, putting in such 
tremendously long hours as most of 
them do, can recharge their bat- 
teries better by doing it at short in- 


(Continued on page 60) 


Janith North 
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“Wives socializing 
is dynamite.” 
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How to reach 


27 million new customers 


SUMMARY 


More than you realize, your sales are influenced by teenagers 


and even younger school children. These youngsters not only 


spend $9 billion of their own money each year; more important 


to you, they are the family “decision makers” for billions of dol- 


lars of other purchases. Company sponsored teaching aids for 


schools—like wall charts, booklets, slide films—offer a construc- 


tive and low cost method for reaching these present and future 
customers. Alert firms have found that while they perform this 
public service, they build a favorable impression in young 


minds. You can do it too, regardless of your product or service. 
You do it by giving the schools the kind of teaching aids they 


need in a form they can use. 


ms §=Tast year hard- 
headed business firms shelled out 
an estimated $40 million for spon- 
sored teaching aids to be used in 
elementary and high schools. This 
year’s figure promises to be even 
higher. Obviously these companies 
are not motivated solely by altru- 
ism. They want—and receive—a 
substantial return on their invest- 
ment. 

Just what are they buying? 

Sponsored teaching aids are sim- 
ply teaching materials prepared by 
industry or business for instruc- 
tional use in schools. They may 
take any of many forms—booklets, 
texts, filmstrips, charts, posters, 
teachers’ guides or handbooks. 

The businessman who invests in 
these educational materials is actu- 
ated primarily by a legitimate self- 
interest, for here is an ideal and 
unique method of creating aware- 
ness of his product or service among 
young people. His primary reason 
for launching a school program is 
neither philanthropic nor visionary; 
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it is based on a practical, dollars- 
and-cents estimate of the new and 
growing importance of youth as a 
market for his product (see box, 
page 44). 

The nation’s 27 million teenagers 
have $9 billion to spend annually 
on products and services of their 
own selection. But above and be- 
yond this personal area, young peo- 
ple wield a powerful influence on 
family tastes and purchases of 
every kind. Their opinions not only 
affect the choice of brand selected 
in making a purchase; they often in- 
stigate the purchase in the first 
place. If children want a portable 
TV, a picnic table or a badminton 
set, chances are that Mom and Dad 
will go along with them, funds per- 
mitting. In the American home, 
where children are both seen and 
heard, the child is likely to cast the 
deciding vote on all matters from 
the choice of breakfast cereal to the 
new family automobile. 

There are, of course, many ways 
to attempt to reach the youth mar- 


By Ira S. Glick 


ket; among them are press, radio 
and television. While a school pro- 
gram based on sponsored educa- 
tional materials is not intended to 
supplant any of these traditional 
media, it does offer three distinc- 
tive advantages: 

= It is more economical than most 
“traditional” media. 

= It pinpoints the specific audi- 
ence. 

= It is a program the businessman 
can readily test and prove. 

With a properly prepared and 
executed program, the business- 
man knows his materials are reach- 
ing his audience; he knows they 
will be used, not wasted, and he 
knows that a favorable image of his 
company as an authority and source 
in its field will be created. Finally, 
again knowing, not merely guess- 
ing, his specific audience, he can 
carry out surveys to measure ac- 
curately the effectiveness of the 
program. 

As an added bonus the business- 
man also knows that sponsored edu- 
cational materials reach two other 
important groups: the teachers and 
the parents. 

A successful program must have 
educator approval and support. To 
insure this support, sponsored aids 
must have real educational value; 
they must fill a definite need. The 
schools do not accept materials 
which do not satisfy these stand- 
ards. 

And schools will not accept—nor 
should they be expected to—teach- 
ing aids which are nothing but bla- 
tant ads for the company’s product. 
Recently a manufacturer of soaps 
and beauty preparations spent a 
considerable sum of money for 
sponsored teaching aids. Motion 
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Sponsored teaching aids can get your message across to young minds in a positive way. 


pictures, charts, booklets—all were 
hopefully produced. And nearly all 
of them stayed on storeroom shelves 
when schools found that insistent 
use of the sponsor’s name and prod- 
uct pictures negated the inherent 
“teaching” value of the materials 
themselves. 

While the schools do expect a 
sponsors name to appear on the 
material, and while they will ac- 
cept references or discussion of the 
company’s product or service if nec- 
essary from an educational stand- 
point, they will not accept purely 
promotional material. 


The program 


Too many companies turn the 
job of planning and preparing edu- 
cational programs over to their ad- 
vertising agency or their public re- 
lations department, and let it go at 
that. The result is often a “make- 
do” presentation of rehashed pub- 
licity releases or advertising promo- 
tions. The schools demand—and are 
entitled to—original, fresh and at- 
tractively prepared material. 

Some large firms feel they are 
equipped to handle their own na- 
tion-wide school programs. Other, 
smaller organizations feel that a 
program confined to the schools in 
their specific locality will accom- 
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plish their goals. These companies 
rely on local educators and school 
administrators to advise them. 

On the other hand, many of the 
firms that initiate teaching aid pro- 
grams turn to educational special- 
ists for advice, planning and prepa- 
ration of the materials to be dis- 
tributed. 

Regardless of the approach 
taken, firms undertaking to sponsor 
educational aids for schools should 
follow one simple but essential rule: 
give the schools what they need, 
presented in a form that they can 
use. 

This obvious precept is frequently 
ignored. For example, a major food 
products company recently pro- 
duced an elaborate motion picture 
at a cost of about $50,000. An addi- 
tional $10,000 worth of prints were 
ordered. A distribution agency was 
retained to ship, receive, inspect 
and repair these prints—at a flat 
rate per print. The requests from 
schools for the motion picture were 
surprisingly (to the manufacturer ) 
low. The entire project cost a small 
fortune in terms of number of peo- 
ple reached. What the manufac- 
turer had not realized is that for 
about one-third the cost, a color 
sound-slide film could have been 
prepared and would, in this form, 


have been infinitely more useful to 
the schools. 

Schools do not search for reasons 
to reject proffered material; on the 
contrary, most schools are eagerly 
looking for new materials that will 
help them to present subjects to 
their students colorfully and inter- 
estingly. In a startlingly large num- 
ber of areas—particularly science, 
technology, social studies, home 
economics, etc.—sponsored teaching 
aids can present more up-to-date 
information than textbooks even 
just a few years old. It’s up to you 
to make your teaching aids fit the 
job. 

An example of how such mate- 
rial can be attractively packaged 
for both the students and the teach- 
ers is the series of sponsored aids 
made available by the General 
Telephone Co. Its latest project is a 
filmstrip, “The Marvel at Your 
Fingertips,’ which comes with a 
teachers’ manual. This aid explains 
just how the telephone works, and 
is keyed to junior high school 
classes. The company also offers 
senior high schools a Teletrainer 
demonstration set, a communica- 
tions equipment unit which again 
shows the student graphically how 
a telephone operates. This, too, is 
accompanied by a teachers’ man- 
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Teen- 


agers 


A $9 BILLION 


MARKET 


According to U. S. Census figures for 
July 1957, there are close to 12 million 
people in the 15 to 19 year-old age 
group. There are an additional 15 million 
in the 10 to 14 year-old group. The 
adds up to a whopping 27 million teen- 
agers—a sizeable wedge of the total 
population. 

Furthermore, these figures will not re- 
main static. Again according to the census, 
we can expect a 53% increase in the 13 
to 19 year old age group during the 10 
years from 1955 to 1956. Obviously the 
teenage market is an expanding one. 

But more than just increasing in num- 
bers, it is rapidly expanding both in the 


variety of products in which it is interested 
and its ability to pay for them. Note, for 
example, that 25% of boys between the 
ages of 16 and 19 are owners or part 
owners of cars. 

And today’s teenagers don’t depend 
solely on nickles and dimes from benign 
parents— they go out and earn their own 
money. All told, including gifts, allow- 
ances and earnings, the teenage market 
has a grand total of $9 billion to spend— 
an average of $333 per person. As the 
number of teenagers grows, the capital it 
has is expected to grow too. It is estimated 
that by 1965 teenage pockets and purses 
will bulge with $14 billion. 





ual. Both these aids have been en- 
thusiastically received by schools 
throughout the country. 


Distribution 


No sponsored aid is worth its 
cost if it doesn’t actually reach the 
audience for which it was intended. 
Distribution of these materials is a 
delicate and highly important part 
of the entire program. 

Of primary importance is the pre- 
testing of the materials, in advance 
of full distribution, to insure their 
acceptability and effectiveness from 
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both the school’s and the sponsor's 
point of view. 

Pre-testing can be carried out in 
a variety of ways. A generally ac- 
cepted procedure today is to pre- 
pare materials in an inexpensive 
format and in limited quantities, 
and to distribute these to a true 
national sample of educators, ask- 
ing for their cooperation in deter- 
mining the value of the materials 
offered. This is done by including 
with the materials a complete ques- 
tionnaire. 

Pre-testing may include experi- 
mental use in as few as 50 school 
systems of as many as 300 or 400. 
Since teaching practice varies from 
state to state, and even in localities 
within states, the full test sample 
must reflect the actual pattern of 
teaching across the country. 

Full distribution of the teaching 
materials is made on request only. 
To mail out hundreds and thou- 
sands of copies of, say, a pamphlet, 
without a specific request from the 
teachers in question might, at worst, 
involve a tremendous waste; at 
best, it would be poor public rela- 
tions, cheapening the value of the 
materials in the teacher's eyes. 

In any event, an important fac- 
tor in building teacher interest and 
requests for your materials is per- 
sonal contact with key educators 
and professional associations. 


What can an aid be? 


A teaching aid need not be an 
elaborate filmstrip. It can be sim- 


ple; often the simplest aids are the 
most effective. The American Mo- 
torists Insurance Co. of Chicago, 
for example, distributes “Children’s 
Safety Lessons.” These are colorful 
safety posters that carry on the re- 
verse side a sprightly safety rule 
jingle set to a nursery rhyme tune— 
for use, of course, in elementary 
grades. 

The American Iron and Steel In- 
stitute offers an array of booklets, 
filmstrips and special manuals on 
such topics as “Chemistry of Iron,” 
“The Chemistry of Steel,” “Steel 
and the Nation,” and so on. These 
are keyed to science and social stud- 
ies classes in the junior and senior 
high schools. 

A list of companies and what they 
have done in the teaching aid field 
could go on almost indefinitely. 
Each year the number of firms that 
enter the field grows. They are dis- 
covering that in this way they can 
make a legitimate (and_ badly 
needed) contribution to education, 
while at the same time they serve 
themselves by reaching the vast 
youth market. 

The progressive company knows 
that while the youth market's pur- 
chasing power is impressive now, 
today’s teenager is tomorrow’s adult 
—parent, businessman, consumer of 
a multitude of products and user of 
a thousand services. The impres- 
sion made on the adolescent mind 
is generally the one that. sticks. 
Teaching aids are a constructive 


method to reach those minds. m/m 
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Fiow to build sales 


with SALES INCENTIVES 


You make a frontal attack on your sales problems when you get 


your salesmen to work harder. Here are pros and cons on the 


various types of salesman activators. Caution: measure the 


plus value of an incentive plan against cost of administering it. 


By Duane R. Kinas, Senior Engineer, John A. Patton Manage- 


ment Engineers, Inc., Chicago 


CASS DS In the main, there 
is only one sales problem, common 


to all companies regardless of in- 
dustry or product: how do you get 
salesmen to work. In fact, all other 
sales problems are essentially sec- 
ondary to a sound method for mo- 
tivating the sales force. 

Is it the salesman who resists ef- 
forts to place him on an incentive 
basis? Not according to Dr. Harry 
Tosdale of the Harvard Business 
School. In a survey of several thou- 
sand salesmen throughout industry, 
it was discovered that in their opin- 
ion, one of the most necessary suc- 
cess factors in sales is a fair com- 
pensation plan spelled out in ad- 
vance. 

This objective analysis, corrobor- 
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ated by our own firm’s sales audit 
results in various companies, offers 
concrete evidence to managements 
that positive motivation can_in- 
crease sales, and even allow a com- 
pany to exceed the market average. 
There is no longer any room for 
doubt; a workable sales incentive 
plan is as important a spur to in- 
creased sales as a wage incentive 
plan is to increased production. 

There is no one, universal, ready- 
made program, however, even for a 
particular industry. Compensation 
plans must be tailor-made to fit 
present and projected selling con- 
ditions in a particular company. In 
other words “canned” techniques 
create more problems than they are 
designed to solve, since: 

1. Sales objectives will be incon- 
sistent. 

2. Individual performance will be 
measured inaccurately or inade- 
quately. 

3. Conflicting elements in ad- 
ministration and control will rise to 
the surface. 

4, Basic plans will necessarily 
have to be changed frequently, 
causing low morale and a lack of 
confidence in management. 

How then does a firm go about 
installing the proper sales incentive 
program for its particular opera- 
tion? What must a compensation 


plan include in order to produce 
the best possible results? Before ex- 
amining the specifics, consider 
these generalities. 

First, it must attract the re- 
quired caliber of sales personnel. 
The salesmen of today should rep- 
resent a combination of talents. The 
degree of technical ability, of 
course, varies widely with the prod- 
uct to be sold, but the age of the 
“high pressure” salesman and “seat 
of the pants” selling is past. In most 
instances, the salesman is the com- 
pany to the customer, and there- 
fore has it in his power to reflect and 
build goodwill or to tear it down. 

A good incentive plan must also 
provide adequacy of income to of- 
fer the opportunity for earnings 
equitable to salesmen in competi- 
tive or allied companies and staff 
personnel within the company. This 
is a major factor in minimizing 
turnover and costly training and 
replacement of salesmen. A_ well 
developed plan should not result in 
drastic income changes from year 
to year. Instead, it should result in 
income progression or standardiza- 
tion on the basis of responsibilities 
and accomplishments. 

Some of the salient points to be 
considered in any sales manage- 
ment program are: 


1. A sound program provides in- 
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centive for increased dollar volume 
and development of customers in a 
territory to insure that the customer 
is sold satisfaction along with the 
product. This must also include 
long range benefits to the salesman 
for developing new customers and 
maintaining satisfaction of the old 
ones, 

2. It should be built around exist- 
ing and long range conditions and 
should be adaptable to special con- 
ditions so that a new product or 
market or a change in territory size 
does not obsolete the plan. 

3. It must be simple to administer 
and require a minimum amount of 
clerical work. It is also mandatory 
that the program is clear and com- 
prehensible, permitting the sales- 
man to know the fruits of accom- 
plishment. A clear, concise program 
provides a means for measurement 
of sales performance not only in dol- 
lar volume, but in covering terri- 
tory, developing of future busi- 
ness, meeting of shifting sales goals 
and adhering to company policies. 

4, It must consider diversification 
of products or, conversely, bal- 
anced selling of allied products 
through allied distribution chan- 
nels. This is especially important 
in face of the trend toward special- 
ized selling brought about by prod- 
uct diversification. Controlling the 
selling emphasis of a product or a 
group of products is one of sales 
management's major problems and, 
of course, must be geared to the 
profitability of the products. 

This type of program will con- 
tain policies which enhance coop- 
eration between salesmen in the 
field as well as between salesmen 
and other company personnel. This 
especially refers to the condition 
where a sale may originate in one 
territory to be delivered to a cus- 
tomer’s branch office in another 
man’s territory or vice versa. Coop- 
eration between salesmen and oth- 
er company personnel is necessary 
on such matters as customer credit, 
delivery promises, market research 
and advertising. 

Management should understand 
that a good plan will provide reduc- 
tion or economy of sales cost, in- 
cluding cost of administering the 
plan. This must be geared to sales 
volume breakeven point and, more 
desirably, a territory breakeven 
point. Some sales compensation 
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plans have a built-in travel expense 
control; however, this must be used 
with caution as discussed below. 
How to select a plan 

Prior to the actual selection of a 
sales compensation plan, consider- 
able thought and analysis should be 
undertaken to anticipate the effects 
that each type of plan would have 
on the company, the salesmen and 
the customers. As mentioned pre- 
viously, there is no one best com- 
pensation plan for all companies. 
However, the pressure of competi- 
tion on sales management and the 
general desire of salesmen to feel a 
part of the company have com- 
bined to develop a marked trend 
toward salary plus commission on 
incentive plans. Consistent with 
this is the trend toward reimburse- 
ment of travel expense by the com- 
pany rather than relying upon 
“looseness” in the compensation 
plan to enable the salesman to pay 
his own travel expense out of his 
earnings. 

The advantages and disadvan- 
tages of each type of plan must be 
carefully considered in order to find 
the particular combination of ad- 
vantages that will best suit the par- 
ticular company’s needs. For the 
benefit of management, I will list 
advantages and _ disadvantages 
gleaned from actual company ex- 
periences: 

Straight commission plans do not 
give management an element of 
control over a salesman in a com- 
petitive market. This type of plan 
puts too much emphasis on the at- 
titude: “get the order—to hell with 
customer satisfaction” or a basic dis- 
regard for balanced selling. On the 
other hand, a straight commission 
plan places cost of selling at a fixed 
rate for dollar volume. 

Straight salary has the disadvan- 
tage of lack of incentive to do “just 
a little more than expected; also 
“real and alleged” favoritism on the 
part of sales supervision if salary 
differentials are based upon ac- 
complishments. Straight salary does 
give management complete control 
over the salesman’s time (if not his 
accomplishments ) and, of course, is 
the simplest to administer from a 
clerical standpoint. This type of 
plan also has considerable advan- 
tage where an individual sale re- 
quires a long period of negotiating 
or where a long period of customer 


service is required after the sale is 
made. 


Salary plus commission or incen- 
tive plans are being more widely 
favored because they overcome the 
major disadvantages of straight 
commission or straight salary plans. 
This type of plan does present a 
different set of problems, however. 
One of these problems is determin- 
ing what proportion of total antici- 
pated earnings shall consist of sal- 
ary. In general, base salary should 
provide for a salesman’s basic living 
requirements and make him feel a 
part of the organization. Base salary 
must also be considered from the 
standpoint of technical background 
or ability required to sell and/or 
service the product. Where techni- 
cal requirements are higher, base 
salary will also have to be higher 
in order to attract the necessary 
caliber of man. Many factors are 
included in this type of plan, and 
many variations for each of these 
factors. It is mandatory that the 
salesman understand and exercise 
control over the variable factors in- 
cluded within his span. He should 
not only understand the factors, but 
he should be aware of the many pit- 
falls that experience tells us is com- 
mon to each factor: 


Dollar volume unless tempered 
with auxiliary controls can result in 
a salesman’s undue attention to 
high volume customers and neglect 
of smaller ones and long range 
build-up of customers. It can also 
result in unbalanced selling of dif- 
ferent products. 


Sales over quota is probably the 
most generally used factor. There 
are many different formulas for ap- 
plying this factor. Quotas are not 
desirable unless there is a firm basis 
for establishing the quotas. Quotas 
should consider market conditions 
such as product and_ territory 
growth, advertising emphasis and 
forecasted economic trends that 
may affect sales. Salesmen have a 
neutral tendency to “gripe” about 
quotas, but in many instances it has 
been our experience that, because 
of another natural tendency of sales- 
men to be optimistic, forecasts by 
salesmen are usually as high or 
higher than those set by sales man- 
agement after factor by factor eval- 
uation of territory and market con- 
ditions. 


Gross or net profit either com- 
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pany-wide or for a territory is a 
seemingly appropriate factor on 
the surface. However, except for 
product mix (higher volume on 
higher profit items) a salesman has 
very little control over this factor 
unless he actually has control over 
the prices for which the product is 
sold. 

New customers obtained is a 
factor that must be combined with 
others lest the turnover of customers 
caused by lack of servicing or fol- 
low-up on old customers becomes 
to the salesman’s advantage. 

Customer volume improvement 
must also be combined with other 
factors such as acquiring new 
customers and/or product mix to 
maintain complete distribution or 
balanced selling. 

Territory coverage, as measured 
by calls or dollar volume by cus- 
tomer, must be tempered and is ex- 
tremely difficult to administer. It 
also has the inherent requirement 
of allowance for geographical and 
potential size of a territory. 

Product mix must consider terri- 
tory differences in potential for 
each product and in effect ends up 
in the same category as establish- 
ing product quotas by territory. It 
does, however, have a more scien- 
tific sounding name to the layman. 

Travel expense control is a factor 
that cannot be ignored by any sales 
management. However, considera- 
tion of this as an incentive factor 
should raise this question: 

How much incentive can we pay 
on this factor to keep a salesman 
from padding an expense report or 
letting his expenses provide extra 
income, or, put conversely, can the 
man make more by padding his ex- 
penses and ignoring the incentive 
factor? 

Actually, 90% of the salesmen are 
honest about their expenses. To at- 
tempt to control expenses with an 
incentive factor is difficult. Here 
again, it is a good “talking” point, 
but the practicability of it is ques- 
tionable. 

Regardless of which factors are 
used it would be cumbersome and 
impractical to use all of them. That 
is the reason why each sales com- 
pensation plan should be tailored 
to the requirements and best inter- 
ests of the company. 


Supplementary controls 


A sales compensation plan should 
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be strengthened with written sales 
policies to cover unusual condi- 
tions: 

Windfalls caused by unusual con- 
ditions with a customer or within a 
territory. 

House accounts if unusual con- 
ditions warrant their maintenance. 

Returns of merchandise after a 
salesman has been paid commission. 

Cancellations which are not 
usually a problem if commission or 
incentive is paid on shipments 
rather than orders written. 

Splitting of sales credit in cases 
where the “home office” of a cus- 
tomer buys for a “branch office” Jo- 
cated in another salesman’s terri- 
tory. 

Subsidies for a new man or one 
performing missionary work or spe- 
cial customer service. 

Travel expense control so that the 
men in the field have a policy to 
guide them and management has a 
measuring stick to evaluate each 
man’s cost of covering his territory. 

Call reports, itinerary reports and 
special reports covering such sub- 
jects as territory conditions, terri- 
tory potentials, competitive activity 
and product acceptance. 

These types of control are neces- 
sary to enforce a sales compensa- 
tion plan. Even though all of them 
may not apply to all companies it 
is wise to include the applicable 
conditions in a form of written pol- 
icy. 

Sales contests 

Many companies place consid- 
erable faith in the effectiveness of 
sales contests. Contests can be very 
effective if properly used. Howev- 
er, care must be taken that they are 
not “over used” because constant 
repetition can result in ineffective- 
ness or, if not properly coordinated 
with “selling through to the con- 
sumer,” will merely result in build- 
up of inventories and shifting sales 
curves. 

There is no easy solution to the 
problem of sales compensation. As 
mentioned earlier, each plan must 
be tailored to the requirements and 
best interests of the company. Re- 
gardless of what type of plan is 
used or what factors are employed 
for incentive, like any other new 
procedure, it must be sold and 
resold to the people affected and it 
must be administered with sound 
management intelligence. 
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Chart-Pok 


THE EASIER, BETTER WAY TO 
MAKE CHARTS AND GRAPHS 





Save draftsmen’s time — Chart-Pak pressure- 
sensitive tapes, precision printed with com- 
monly used bars, lines, patterns and shapes, 
save hours of pen-and-ink drudgery. 


So BE CL Te A oe 
(Tape No. 6223 1/16”) 


Better charts, quicker — Even unskilled per- 
sonnel can, with very little practice, turn out 
really professional-looking charts. 


(Tape No. 3107 1/32”) 


Facilitate changes — No messy erasing and 
re-drawing . . . just lift Chart-Pak Tape and 
replace it. Chart-Pak charts are reproducible 
by any standard method. 


_ FOR FULL INFORMATION simply clip 
ak this ad to your letterhead and mail to 


y CHART-PAK, INC. 


340 River Road, Leeds, Mass. 


Facilities available for printing special 


patterns: also precision tape-slitting. 
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no carbon 





WITHOUT CARBONS 


NCR PAPER DOES IT!... produces cleaner, clearer copies 


Business forms users everywhere are dis- 
covering that NCR Paper speeds up 
their work. Without using carbon paper 
or even any carbonization, this amazing 
paper makes perfect copies of sales slips, 
invoices, premium notices, stock requisi- 
tions—any one of hundreds of applica- 
tions where clean, clear copies are needed. 

Non-smearing NCR Paper, perfected 
by the research laboratories of The Na- 
tional Cash Register Company, elimi- 
nates smudging of copies or fingers and 


ANOTHER PRODUCT OF 


is easy to handle because it requires no 
carbon inserts. Up to five legible copies 
can be made with a standard typewriter, 
ball-point pen or pencil and eight or more 
with a business machine or electric 
typewriter. 

NCR Paper is simple to use. Just put 
together several forms. Copies are ob- 
tained from hand written or business 
machine or typewriter forms. Finished 
copies are always neat and clean, easy 
to read. 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 
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Have your forms printed on NCR Paper 
by your present forms supplier. You’ ll be 
amazed how easily it solves the problem 
of producing multiple copies. You'll get 
better, cleaner copies in less time! Phone 
your present forms supplier, to- 

day, for further information. 







*YRADE MARK REG. U.S, PAT, OFF. 


NCR PAPER AND SUPPLIES 
ACCOUNTING MACHINES 
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Thought starters 


NEW PRODUCTS 





Rolling control 
board saves space 


Production control boards need 
not be clumsy, space-consuming af- 
fairs. The Rol-a-Chart, a new re- 
volving control board, is only two 
feet square. 

Invented and now being mark- 
eted by Conley, Baltzer and Stew- 
ard, a San Francisco advertising 
agency, the Rol-a-Chart consists 
simply of a continuous plastic sleeve 
which moves across a fixed grid. 
Entries are made directly on the 














This new board permits detailed 
scheduling without consuming space. 


sleeve with a grease pencil and can 
be erased or changed in seconds. 

The period covered by the chart 
is 12 days, weeks or months, with 
five of the periods visible at any 
time. The sleeve contains room for 
more than 13,000 detailed quarter- 
inch entries, makes completely de- 
tailed scheduling possible. 

The movable sleeve brings every 
scheduled item steadily toward the 
deadline date, always in accurate 
relationship to the rest of the sched- 
ule. 

For more data, circle number 349 
on the Reader Service Card. 
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Paperwork system 
speeds shipments 


Order processing and shipping, 
frequently the hub of costly confu- 
sion, inefficiency and delay, has 
been streamlined by furniture mak- 
ers Nichols & Stone of Gardner, 
Mass., with a combination of mul- 
tilith duplicating equipment and a 
McBee system of punched cards. 

This is how it works: 

Each incoming order is typed on 
a multilith master that is used to re- 
produce acknowledgment copies 
for customer, salesman and sales 
manager; an order control punched 
card; an item control punched card 
for each item ordered; a shipping 
release form; shipping labels and a 
billing master that is used later to 
duplicate invoices in whatever 
number needed. 

The system provides complete 
control of the entire order and ship- 
ping process and, according to 
Company President Carlton E. 
Nichols, it has reduced open orders 
by 25%, cut in half the number of 
shipments required to fill the aver- 
age order and speeded up internal 
processing of order and sales data. 
In addition, the system enables the 
company to adjust production 
schedules on a day-to-day basis. 

For more data, circle number 347 
on the Reader Service Card. 


FOREIGN SALES 





Help in being 
understood abroad 


The language barrier has been a 
real one to many American firms 
doing business overseas. Multavox, 
a newly organized company, has 





The young lady is 
to be commended 
BECAUSE 


REMARKABLE 


RESISTALL 


LINEN LEDGER 
1S WASHABLE! 





and withstands all such things as 
hard rubbing without roughening 
the surface... plus 
Resistance to 
Boiling water 
Oil and grease 
Hard handling 
Many alkalis and acids 
Perspiration 
RESISTALL Linen Ledger is made of 
100% new, white cotton fibers. 
Another famous L. L. Brown quality 
value. 
YOURS AT VIRTUALLY 
NO INCREASE IN COST 


L.L. BROWN 


Correspondence & Record 
PAPERS 
wt Since 1849 


Adams, Massachusetts 
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A REMARKABLE OPPORTUNITY 


FOR THE EXECUTIVE CONCERNED WITH 
THE REDUCTION OF OPERATING COSTS 


Again this year you can share with this select group of methods 
and administrative engineers their annual review and analysis of the 
most significant cost-cutting methods developed in the last 12 months. 


All New 1958 Edition of 10th Annual Meeting of 
the Systems & Procedures Association of America 


NCE A YEAR the Systems and Pro- 
cedures Association of America holds 
a 3-day inter-nation meeting at which 
they review their most recent efforts in the 
control of administrative overhead. Each 


talk, each seminar, is carefully recorded, 


transcribed and edited for the benefit of 


members who are unable to attend. The final 
product is a 512-page hardbound and in- 
dexed volume of practical solutions to ad- 
ministrative problems. 


Again this year SPA has over-printed a very 
limited number of copies for non-member 
executives. We have obtained exactly 500 
copies for distribution and sale to the read- 
ers of MANAGEMENT METHODS. Be- 
Cause we are so confident that this book can 
help you slash overhead and streamline the 
efficiency of your operations, we are able to 
make this unusual offer: 


SEND NO MONEY. TAKE 10 DAYS 
TO EXAMINE IDEAS FOR MANAGE- 
MENT AT YOUR LEISURE. UNLESS 
YOU OBTAIN AT LEAST ONE COST- 
CUTTING IDEA IN THAT PERIOD, 
RETURN THE BOOK WITHOUT 
OBLIGATION. 


HOW THIS BOOK CAN HELP YOU 


Unlike most books on administrative and 
management subjects, IDEAS FOR MAN- 
AGEMENT is not a text. It deals almost 
exclusively in terms of end results —the 
practical, down-to-earth experience of the 
men who are pioneering cost-reduction 
techniques for America’s largest firms. 


Here, for example, is a partial list of the 
subject areas covered: 


» Design for Controlled Professional 
Development 


> Management’s Use of the Systems 
Function 


> Forms — Design & Control 
> Measuring Clerical Performance 


>» Correspondence Management 


p> An EDP Application at General Petro- 
leum Data Processing Center 


> Bank of America’s Data Processing 
Progress 


>» Report on General Electric’s Data 
Processing Installation 


> Developing an Electronic Approach to 
Cost Accounting 


» EDP — Production Control Application 
p> A Survey of Electronic Computers 


> Operations Research Technique Applied 
to Systems Work 


> The New Technique of Organization 
Engineering 


> Work Measurement & Standards 


> Cost Reduction and Cost Control 


IN ADDITION, at this year’s annual meet- 
ing two new ideas-sessions were presented 
and transcribed for inclusion in the book: 


1) The Systems Panorama — a management- 
eye view of new systems developments, 
designed for the top executive or for the 
systems man whose responsibilities in- 
clude general administrative control. 


2) The Systems Managers Seminar—a re- 
appraisal of the day-to-day problems 
facing Managers of Systems Departments 
— “How do I train a systems analyst?” — 
“How to Plan, schedule, and justify 
systems work?” — “How to maintain an 
effective staff organization.” 


HOW TO ORDER— Write on your letter 
head or use the coupon below. Orders will 
be filled on a first-come first-served basis. 
After you have examined IDEAS FOR 
MANAGEMENT and feel fully satisfied 
that it will immediately help you reduce 
overhead costs, send us your check for 
$16.00. If in your judgment it does not 
meet our promise, merely return it. No 
obligation. 








TS SWAT 





r 

| Management Publishing Corporation 

| Room 7—22 West Putnam Avenue 

| Greenwich, Connecticut 

Please send me a copy of “Ideas for Man- 
agement” for a FREE 10-day examination. 
Within 10 days | will either send payment for 
$146, or return the book without obligation. 





| Name 
| Firm wa 
| Address ——— 
| City — 
| State 


| Bill me [| 
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Bill my company [ ] 
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come up with a service to help U.S. 
industries communicate correctly 
with foreign audiences. It offers a 
true conversion service—translating 
ideas and campaigns not only into 
ocher languages and appropriate 
idioms, but into other thought pat- 
terns and concepts as well. 

The company is uniquely quali- 
fied to perform this sensitive trans- 
laiion service since it draws on the 
500-man faculty of the Army Lan- 
guage School in Monterey, Calif. 
These staff members were all born 
and educated in the country whose 
language they now teach. They are 
aware of the attitudes, culture, 
ethics and customs of their country- 
men. They are adept in aptly ap- 
proaching and appealing to these 
peoples. 

Besides this interpretation facil- 
ity, Multavox is also equipped to 
supply, without the usual time lag, 
direct translations or digests of 
technological and other develop- 


ments reported in Russian or any 


foreign publications. 

For more information on this trans- 
lation and interpretation service, circle 
number 334 on the Reader Service 
Card. 


WORK ENVIRONMENT 





Gadget for quick check 
of the humidity 

A simple device for registering 
humidity has been introduced by 
Andrew Technical Supply Co. 

Called the Humigraph, the 6%- 
inch card has seven indicator spots 
that change from blue to pink as 
atmospheric moisture changes. 
Scaled to show 10% to 80% relative 
humidity, it takes just 10 minutes 
to respond to small humidity 
changes—30 minutes to respond to 
a 40% change. 

The gadget is said to be as ac- 
curate as some hygrometers and 
can be used continuously. A pack 
of five Humigraphs is priced at $1.; 
quantities at lower cost. 

For more information, circle number 
345 on the Reader Service Card. 
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How to manage 
a family company 

The vast majority of America’s 
corporations are controlled, in vary- 
ing degrees, by members of a fam- 
ily. 

Because a family dominated 
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...hold the phone, 
rll have it for you 
right away... 


om ptogre ph 


make figures fly... 


...and so simple 
to multiply! 





“220M” by 


Smptometer 


New Multiplication Key—it prints the answer, and both of the factors, on 


two easy-to-read lines. 


New High Speed—220 cycles per minute. Over 30% faster than most other 


new features 10-key listing machines. 


New More Flexible Keyboard—accepts figures faster. 


—for addition and subtraction. 


New Dual Purpose Lever—increases capacity to 11-digit listing, 13 totaling 


New Color—smart “Autumn Tan’—blends with modern office decor. 
New Variable Space Control—adjusts for single or double spacing. 


Plus these wanted features: Exclusive Automatic Visi-Balance Window— 
Single Cycle, Single Purpose, Control Keys—Adjustable Keyboard Angle— 
Two Color Printing—Quiet Rotary Action—Streamlined Styling—Concealed 


Paper Roll—and many others. 


Now Lease any Comptometer Business Machine on a nationwide leasing 


plan through Comptometer offices. 


/ 
( omptometer o mr lOoration 7... 
a / 


New Comptometer Customatic— 
World's fastest way to figure... 
now faster than ever. Try it 
FREE on your own work, See 
for yourself, 


Comptometer Commander—!nsures 
accuracy in dictation. Lifetime 
Magnetic belt saves far more 
than machine costs. See for 
yourself, 











COMPTOMETER CORPORATION 
1712 N. Paulina St., Chicago 22, Illinois 


© Arrange free office trial for me on: 

© Send me literature on: 
(1) Comptometer Comptograph “220M” 
(1 Comptometer Customatic 
( Comptometer Commander 
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OF INNER SPACE. 
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AUTOMATIC 
AIRTUBE SYSTEMS 


give telephone speed to paperwork 


We’re not planning to send Airtube carriers 
to the moon. But we do know a lot about 
inner space—the space enclosed by the walls 
and ceilings of your offices and plant. 

We know too, that as businesses expand, 
communications between offices and 
departments often become sluggish and 
uncertain. Perhaps you’ve noticed— 

and criticized—unwarranted delays in 
handling paperwork in your operation. 


For large spaces or small, Lamson 
Automatic Airtube Systems deliver 
correspondence, punch cards, drawings, 
samples, tools and small parts with telephone 
speed. Each carrier automatically selects 
its proper destination, saving men, 
minutes and money. 





The Lamson field engineer in your area 
will gladly make a study of your operation, 
at no cost to you. Write us. 


LAMSON CORPORATION 
802 Lamson Street, Syracuse 1, New York 
Plants in Syracuse and San Francisco © Offices in All Principal Cities 
Manufacturers of Pneumatic Airtube* Systems © Selective Vertical Conveyors »* Food Service Systems 


*Trade Name 
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business is often a personal affair, 
frequently beset by conflicting in- 
terests and personalities, it is diffi- 
cult to prescribe general operating 
rules for successful management. 
Nevertheless, Management Con- 
sultant F. Newton Parks, a partner 
of Booz, Allen and Hamilton, offers 
eight “operation guideposts” which 
he says have special application to 
the family corporation. Not all fam- 
ily firms are small; a great many 
are among the nation’s biggest, he 
notes. 
1. Develop company _ objectives 
and organization plans first without 
regard for the family. Then adjust 
to compelling family interests. 
2. Make sure that control informa- 
tion is at least the minimum re- 
quired. 
3. Face the problem of succession 
long before it happens, so that tran- 
sition is never a matter of expedi- 
ency. 
4, Require family candidates for 
succession to get experience outside 
the company. 
5. Give non-family management 
reasonable responsibility and _ let 
them know where they stand. 
6. Don’t allow family compensa- 
tion needs to distort fair, over-all 
company compensation. 
7. Try to make decisions without 
being influenced by family require- 
ments, but recognize when the de- 
cision is compromised for family 
Feasons. 
8. Plan reasonably in advance for 
the inevitable day when the com- 
pany is to “go public.” 
Remember, too, says Parks, that 
management organization can nev- 
er be a static thing—especially for 
the growing family firm. 


NEW PRODUCTS 





Microfilm camera has 
low reduction ratio 


Documat, Inc. has announced a 
new 16mm microfilm flow camera 
with a reduction ratio of 16 to one. 

This low reduction ratio pro- 
duces images of suitable quality for 
continuous enlargement. The new 
model also features a device for re- 
turning the original documents to 
the operator at convenient table- 
top height in their original order. 

Known as the Documat F16, the 
unit is priced at $1,295. 

For more data, circle number 346 
on the Reader Service Card. 
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This has been a great year! America is building and 
replacing and thus moving faster than ever before. 
Only one thing. Will the labor market keep pace? 
That's where schools are important. If your 
company isn't helping community groups to get modern 
schools, it’s not apt to get the skilled people it 
needs. Self interest, civic spirit, or both, 


you should make schools your business, too. 


Pe oe ok ee ee ae 
| Want to find out how to help in your community? | 
| Get specific information by writing: 

Better Schools, 9 East 40th Street, New York, N. Y. { 
eae Wag ere. en Cer 














Low cost answer 


to space problems 


In these times of change and growth, few firms can accurately forecast 


space needs and arrangements for any length of time. Movable walls 


can meet the problem quickly with flexibility and economy. Savings, 


in fact, are often sizeable. Here are two case histories that prove it. 


CASE 1: For MONY, maximum flexibility 


INCE Mutual of New York 
as moved into its own Manhattan 
skyscraper eight years ago, it has 
relocated almost a third of its in- 
terior walls to create new depart- 
ments and _ consolidate existing 
ones. 

This has involved some 50 
changes in office space arrange- 
ments, a project that would have 
been inconvenient, costly and dis- 
ruptive if conventional stud and 
plaster walls had been involved. 

But when the company erected 
its building, it installed almost a 
mile of movable walls—steel and 
steel-and-glass sections that can be 
shifted quickly and easily to meet 
almost any office space need. 

MONY management estimates 


Plan shows MONY’s wall shifting needs 
in one department alone. Black lines 
mark unchanged walls, old walls 

are dotted, new ones in color. 
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that the cost of these changes with 
fixed walls would have been at 
least four times as great, in addi- 
tion to upsetting office routine. 
Mutual’s movable walls have 
meant major savings in mainte- 
nance, too. Cleaning costs for the 


100,000 square feet of wall space 
have run only about one-fourth of 
a cent per square foot, compared 
to an estimated 20 times that much 
for repainting. Steel walls such as 
these have a baked enamel finish, 
and never require repainting. 


CASE 2: For General Petroleum, $75,000 savings 


HE General Petroleum Build- 
ing in Los Angeles, a 13-story 
structure that occupies half a block, 
contains two-and-a-half miles of 
movable walls—more than 500,000 
square feet. 
The use of these steel and steel- 
and-glass walls has saved the oil 


General Petroleum executive office, 
entirely contained by movable walls, 
could be moved, subdivided in hours. 
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MOVABLE WALLS 





A 
Movable walls are versatile. At 
MONY, counter-height partitions 


separate clerical-reception areas, 
steel and glass gives semi-privacy 


to offices. 


photos courtesy E. F. Hauserman Co. 
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HOW MUCH 


to make or buy 


WHEN to make 


or buy it 
a practical 


man’s 





approach to 


ECONOMICAL PURCHASING © 


Now, the production-purchasing man has his own 
guide to mathematical inventory control written by 
an author who talks his language. This is the first and 
only book on the subject designed for the man who 
must do the job himself, It is not a text book nor 
is it a theoretical study. Instead, it plunges directly 
into the heart of your problem HOW MUCH to 
make or buy; and WHEN to make or buy it 


SCIENTIFIC 
INVENTORY 
CONTROL 


by W. EVERT WELCH, Director 
of Purchasing, Aeronautical Division, 
Minneapolis-Honeywell 


168 pages, 8% x 11, illustrated, $12.50 


This book shows how modern business mathematics 
can give you the answers to ‘how much to buy” and 
‘‘when.’’ But you don't have to be a mathematician 
to read and use it. 86 easy-to-understand tables and 
figures lead you by the hand through proved-in-use 
formulas that are now being wu to control inventory 
in dozens of well-managed firms. 


Here’s a partial list of contents 
Chapter 1. Why formulas are advantageous in the 
determinations that create inventory. 

2. How to analyze inventory in terms of relative annual 
usage to properly allocate emphasis to various parts. 
3. How to identify the two segments of any inventory: 
stock for usage and protection against stockout. 


4. How to make cost reductions in working inventory 
without making the usual cost studies of carrying 
inventory or order placement. 


6. How to make and use a large variety of tools for 
order quantity determination. 


7. How to modify order quantity decisions where 
there are tooling or setup charges or where the price 
changes at fixed quantity discount points. 


8. How to use order formulas where the projected usage 
ta variable. 


12 How to evaluate leadtime data in the determina- 
tion of reorder points. 


13. How to evaluate usage data in the determination 
of reorder points. 


14. Why stock failures as a percentage of the number 
of orders is only a partial answer to satisfactory inven- 
tory performance. 


15. How to prepare a formula for manual or data 
computer use and for over-all improvement of inven- 
tory performance. 


16. How to make use of scientific principles in a typical 
application to a simple inventory. 


USE THIS COUPON TO GET 
A FREE 10 DAY EXAMINATION 


Management Publishing Corp. | 
Room 81, 22 West Putnam Ave. | 
Greenwich, Conn. | 
Please send me a_free-examination copy of 
SCIENTIFIC INVENTORY CONTROL. At 
the end of 10 days, I will either return the book, 


| 

| 

| 

| 

| 

| without paying any money, or send you my 
| check or money order for $12.50. 
| 

| 

| 

| 

| 

| 

| 


Name... 


Street Address 
City and State 


Bill me 3 Bill my company 
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Movable 
walls can 

go upor 
down in 
minutes... 


company almost $75,000 in main- 
tenance and wall re-arrangement 
costs over a five-year period. These 
savings, as in other movable wall 
installations, do not include such 
intangible benefits as the preserva- 
tion of employee comfort and nor- 
mal office operation, plus saving of 
man-hours during wall relocations. 

General Petroleum erected the 
building in 1949, sold it and then 
leased it back. The firm rents five 
of the 13 floors to tenants. 

Even before the building was oc- 
cupied, the movable walls enabled 
the company to benefit substanti- 
ally. Because movable walls could 
be arranged to meet space needs 
precisely, and because they are 
much thinner than conventional 
walls, General Petroleum found it 
could create 118 additional rooms 
over the 730 originally anticipated. 
Significantly, these extra offices 
were obtained without having to 


- - « Without 
taking 
valuable 
executive 
time 








take additional space, thus saving 
on rental costs. 

Savings were determined by a 
five-year cost study made by Harry 
D. L’Heureux, head of GP’s build- 
ing department, and the E. F. 
Hauserman Co. of Cleveland, one 
of the country’s major makers of 
prefab walls, who manufactured 
and installed the walls. 

L'Heureux said the study showed 
savings of $25 per foot in the cost 
of movable wall relocations, com- 
pared to the cost of relocating fixed 
walls. It all added up to $65,000 
over the five-year period. Some 2,- 
600 feet of wall were moved during 
that time. 

Savings in maintenance amount- 
ed to $9,000. L’Heureux said, the 
only upkeep required during the 
five years was one washing with 
soap and water. Plaster walls would 
have required painting at a cost of 
$18,000. m/m 
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. Cole’s Modular Steel Desks... 
i ‘ With rexeyare office space ata 


premium, expanding firms are using 
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i Cole Steel to galn greater per square foot 
fAceie a7 t ° Ww) tino ypter 
elciency out of existing quarters. 
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Cole Modulars are designed with 

‘ ‘ ; : 

interchangeable tops, panels and pedestals 

in a wide range of sizes and colors 
to meet changing office needs. 
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‘ ary > . ° i ’ } } , 
Create a ‘new look” for your office—with Cole. send tor our latest catalog 
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LEARN TO APPLY 


ELECTRONIC COMPUTERS 


IN BUSINESS 


@ ELECTRONIC COMPUTERS are here! 


@ ELECTRONIC COMPUTERS require 
new systems and procedures. 


@ ELECTRONIC COMPUTERS require a 
new look at established practices. 


@ ELECTRONIC COMPUTERS require 
trained personnel at all levels. 


@ ELECTRONIC COMPUTER program- 
ming and applications can be studied on 
the job or at home with 


PROGRAMMING 
FOR BUSINESS COMPUTERS 
a Home Study Course designed for in- 
experienced people, developed by Busi- 
ness Computer Experts. A Practical Work- 
shop Approach. 





Write for Free Brochures 


BUSINESS ELECTRONICS INC. 


Division of Edacation 
470 Market Street [34 3 She, 
San Francisco 11, Calif 
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You Get Things Done With 
Boardmaster Visual Control 
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vx Gives Graphic Picture of Your Operations— 
Spotlighted by Color 

yy Facts at a glance—Saves Time, Saves Money, 
Prevents Errors 

vy Simple to operate—Type or Write on Cards, 
Snap in Grooves 

yx Ideal for Production, Traffic, Inventory, Sched- 
uling, Sales, Etc. 

yy Made of Metal. Compact and Attractive. 
Over 250,000 in Use. 


Complete price $4g50 including cards 
24-PAGE BOOKLET NO. M-500 
FREE Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street @ New York 36,N.Y. 
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Business 








electronics 


if Computer users 
swap “programs” 


A group of US. utilities, elec- 
tric equipment and computer 
manufacturers have found one 
way to beat the high cost of com- 
puter machines and the scarcity 
of computer engineers. 

Working through a committee 
of the American Institute of 
Electrical Engineers, they have 
set up a system for exchanging 
“programs,” the digital computer 
term for coded statements of 
problems. 

Programs for some 92 electric 
utility engineering problems 
have been made available by 
their owners to other companies. 
Omitted from the exchange 
plan, of course, are problems of 
a commercially confidential na- 
ture, such as design and process 
control. 

But even so, the system prom- 
ises to bring tremendous savings 
and benefits to those taking part, 
says Frank J. Maginniss of Gen- 
eral Electric’s electric utility en- 
gineering section. A member of 
the AIEE committees, Magin- 
niss said the system will achieve 
tremendous savings in time and 
talent and sharply reduce the 
cost of setting up “programs” 
which now run as high as $20,- 
000 before ever being submitted 
to a computer. And then some 
are discarded. 

The list of available programs, 
continually being revised and 
enlarged, now includes prob- 
lems of network, feeder and 
transmission line operation, eco- 
nomics of generating, dispatch- 
ing and loading, mathematics, 
transient stability, load forecast- 
ing and other electrical fields. 

For more data, circle number 
340 on the Reader Service 
Card. 


Digital load indicator 
called highly accurate 


A new digital load indicator, 
permitting highly accurate meas- 
urement of weight, torque, 
thrust and pressure in the labo- 
ratory and in production, has 
been introduced by the Perform- 
ance Measurements Co. 

The device, named the Digi- 
tal load indicator Model DLI-2, 


features exceptional freedom’ 


from line voltage variations, 
servo amplifier gain changes and 
ambient temperature  fluctua- 
tions. It gives continuous digital 
presentation directly in desired 
units. Readings to one part in 
1,000 are visible at a distance of 
10 feet. 

For more data, circle number 
341 on the Reader Service 
Card. 


(E Says computerless firms 
face competitive danger 


Any company not actively 
planning for electronic data 
processing stands a good chance 
of severe competitive danger 
within the next 10 years, says 
Computer Expert Willis K. 
Drake, marketing director for 
Control Data Corp. of Minneap- 
olis. 

You may not need a million 
dollar computer right now, 
Drake says, but you do need 
people of experience and author- 
ity to study its application for 
your company. Otherwise, he 
adds, a company will not survive 
against competitors who know 
how to use electronics. 

Drake admits that during the 
past 10 years almost every user 
of data processing equipment 
had to go through a costly break- 
in period of one or two years 
and many felt that the computer 
had been grossly oversold. But 
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companies that have accumu- 
lated sufficient experience now 
find data processing systems ex- 
ceed original objectives. 

Drake said business’ most 
acute need is for a new breed 
of administrator who can con- 
vert production and_ business 
methods into data processing 
terms. He also challenged the 
computer industry to make its 
products more compact, more 
reliable and less expensive. 


Compact computer 
Sis low in cost 


A computer, not much larger 
than a typewriter, has been an- 
nounced by Matronics, Inc. 
Called the Mastermind 1500, it 
rents for $400 to $500 and can be 
purchased for $8,000 to $15,000, 
depending on the model. 

Described as easy to install 
and operate, the unit requires no 
special wiring or air condition- 
ing. It is controlled through a 
set of keys similar to those on an 
adding machine. The computer 
can select from memory, post 
and tally in seconds the sales, 
inventory and in-process record 
for any one of 500 items. 

A complete Mastermind in- 
stallation, including desk, occu- 
pies only 18 square feet. 

For further data on this compact 
computer, circle 332 number on the 
Reader Service Card. 


Data processor instantly 

corrects its own errors 

Now they ve invented an elec- 
tronic brain that thinks its way 
out of errors. The new system, 
called Orthotronic Control, was 
developed by Richard M. Bloch, 
product development director 
of Minneapolis-Honeywell Reg- 
ulator Co. With this system when 
electronic mistakes occur, they 
are automatically detected and 
corrected in one-twentieth of a 
second—without human help 
and without interrupting the 
lightning-fast calculations of the 
giant brain. 

Orthotronic Control is now in 
production, and will be ready for 
service with existing and future 
Datamatic 1000 units early in 
1959. 

For more data, circle number 
335 on the Reader Service Card. 


AUGUST 1958 


An easy way to 
MAKE 
IMPORTANT 
SAVINGS 


Savings of $5,000, $10,000, $15,000 
a year are now being made by 
regular Sten-C-Labl users 





If you regularly address 5 or more cartons —Here is how it’s done: 
per shipment you can make important 
savings and avoid costly errors by address- 
ing your multiple shipments with 
Sten-C-Labls. 





As a by-product of office procedure 

You can prepare Sten-C-Labls at the 
same time as your invoice, order, bill 
of lading or shipping papers—what- 
ever your procedure or equipment — 
manual or electric typewriters, elec- 
tric billing or accounting machines, 
slave machinesor various! DPsystems. 


Imprinting direct to PANL-LABL on carton 


Your shipping department makes un- 
limited impressions with Sten-C-Labl 
Applicator direct to PANL-LABL 
printed on carton at no extra cost. 
Eliminates expensive, time-consum- 
ing gummed labels. All addressing 
errors, mis-shipments and repetitive 
writing are avoided. 


THERE'S A STEN-C-LABL TO FIT EVERY MULTIPLE SHIPPING NEED 


These three basic styles are available ina large number of differ- 
ent sizes as well as in continuous forms for separate writing. 


























YOUR COMPANY 
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Blank STEN-C-LABL to im- 
print on gummed labels, 
tags or PANL-LABLS. 


You might be shocked... 


Stock "Ship To" 
LABLS direct to carton— 
no gummed labels. 


* STEN-C- See 




















Special die-impressed 
STEN-C-LABL includes 
your name and address 
—direct to carton. 


to find how antequated and out-dated your present 


method of addressing multiple 


shipments actually is. Old 


style addressing methods don’t fit with modern streamlined 
production. Five minutes of your time in checking your mul- 
tiple shipping procedures may save you thousands of dollars. 





STEN-C-LABLS 

| Name el 
Con ne a 

1 Address ane See 
; City 


| 


*Registered U.S. Pat. Off. The term STEN-C-LABL 


mark and exclusive property of STEN-C-LABL, Inc. 


LABLS are manufactured by STEN-C-LABL, Inc., $ 
under U.S. patents No. 2,771,026. Other patents pending. 


t. Paul, Minn. 


FREE BROCHURE gives full details! 


STEN*C*LABL, Inc. 
MM-8, 1821 University Avenue, St. Paul 4, Minn. | 
Please send me FREE Brochure on saving with | 
| 
| 
| 
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“Vacations in one form or another, should be made compulsory 


for executives.” 


(Continued from page 41) 

tervals, rather than waiting until 
their batteries have run down com- 
pletely after a hectic week. 

Betty Russell: I don’t worry much 
about my husband working too 
hard. I think a wife who nags her 
husband about working too hard is 
merely adding to the strain of the 
burden he already has. I know how 
I object to my husband telling me 
that I am planning too many activi- 
ties for myself, for example. I'd 


Audy Lou Colvin 


rather be rushed in doing them 
than have the frustration of not 
doing them. I’m sure that in one 
sense the workload my husband 
carries is a strain, and carries many 
frustrations. But it also provides 
him with many satisfactions. If he 
gets satisfaction from his business 
activities rather than from sports or 
vacations, for example, then I feel 
he has every right to work as hard 
as he cares to. 





» Well, let’s talk about vacations. How important is it for an executive to 
get away from his job from time to time? 


Royle Glaser: I'm convinced that 
companies should establish com- 
pulsory vacation policies. This has 
become absolutely essential. I think 
the policy should start at the top, 
with the president. My experience 
has been that if the president takes 
vacations, then the other executives 
will follow suit. But if the top man 
forgoes his vacations, then the other 
men feel guilty about taking time 
off, so they stay on the job too. Con- 
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sequently, the company’s entire 
management team begins to burn 
out faster than it should, because 
the men are missing the vital 
change of pace that a vacation pro- 
vides. And I say that when this 
happens it is the president’s fault 
for not taking time out himself, and 
for not establishing compulsory va- 
cations for the others. 

Lynn Cordner: I agree thoroughly. 
My husband and I have made it a 


“A wife’s going 
along on a business 
trip does more for 
a marriage than 


anything else . . .” 


Clara Burgess 


policy to take long weekends when- 
ever we can, and this works out 
beautifully. 

Audy Lou Colvin: Well, long week- 
ends may work for some men, but 
others can’t unwind in that amount 
of time. I think the type of vaca- 
tion should vary with the in- 
dividual. Some executives can un- 
wind without getting very far away 
from the business physically. Oth- 
ers don’t begin to get the benefit of 
a vacation until they are thousands 
of miles away. The type of vacation 
should vary, but the important 
thing is that vacations of one kind 
or another should be made compul- 
sory for executives. 

Janith North: I cannot agree with 
that idea. It seems to me you des- 
troy the essential value of a vaca- 
tion when you call it compulsory. 
Most executives are possessed of 
unusual drive, and it is sometimes 
more of a strain for them to try to 
sit still and rest than it is to keep 
on working. I’m not convinced that 
you do an executive a service by 
making it necessary for him to put a 
checkrein on his motivations. 

Audy Lou Colvin: I'll agree that a 
compulsory vacation in itself is not 
the entire solution to the problem. 
Unquestionably, the very charac- 
teristic that makes a man an execu- 
tive also is at the base of his desire 
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to stay on the job and keep doing 
more when he actually realizes 
down deep inside that he should be 
taking it easier and getting away 
from time to time. Although I hate 
to admit it, I must confess that I 
don’t know the answer to that 
problem. 

Lynn Cordner: Maybe there is very 
little or nothing that a wife can do 
to help her husband with this prob- 


lem; perhaps we should redirect 
our efforts in this area to our sons, 
and try to train them while they 
are young in the habits of more 
evenly-balanced work schedules. 

Incidentally, I believe one reason 
executives don’t take more vaca- 
tions is that they travel so much. 
They rationalize that a business 
trip is the same as a vacation. Of 
course, it isn’t. 


That brings up another question. When do you think 
a wife should accompany her husband on business 


trips? 


Clara Burgess: There are definite 
times when a wife should go along, 
and definite times when she should 
not. It depends on the kind of trip 
and, of course, on whether her hus- 
band wants her to go. The simple 
rule is—don't go if you'll just be in 
the way. My husband takes trips, 
for example, when he has to work 
at night and it would just be a 
headache for him to worry about 
my waiting for him in a hotel 
room. But more and more now, he 
wants me to go with him for one of 
two reasons. First of all, there are 
times when he feels I can be of def- 
inite business value—when he is en- 
tertaining, for example. 

The second and more important 
reason why I travel frequently with 
my husband now, is that he wants 
to relax, go out to dinner and have 
a good time at the end of the day 
when he is on a trip. He feels he 
can have a better time if I’m along. 

I believe strongly that a wife's 
going along on a trip does more for 
a marriage than anything she can 
do in her day to day living. There 
is something about boarding a 
plane or a train, alone together, 
that makes up for all those nights 
and nights that he wasn’t home. 
You're off alone and you suddenly 
are closer than you've been for a 
long, long time. I think that is 
probably why a husband likes to 
have his wife come along. Of 
course, I’m a great believer in mar- 
riage. I think that a wife and a hus- 
band are an asset to each other only 
if their relationship is a strong one. 

For this reason, I’ve put my hus- 
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band ahead of the children—what 
he wants comes first. The children 
can—and should—adjust to differ- 
ent circumstances and, so, if I can 
provide adequate care for them, I 
feel they can get along without me 
for a week or two. Three weeks is 
the most time I have been away 
from them—and I'll go at the drop 
of a hat. An hour’s notice is all I 
need. 

Betty Russell; My viewpoint is 
somewhat different. I have said to 


my husband several times that the 
children come before he does— 
that they are in the formative years, 
and therefore need more help and 
more of my time. And he agrees 
with me. 


Royle Glaser: In my case it is not 
a question of whether my husband 
or the children come first. The fact 
is I believe I’m a better mother be- 
cause of these occasional trips with 
my husband. I think such trips give 
a sense of unity to the children, not 
a separation of mother and father. 
I always travel with my husband— 
almost without exception now. We 
began traveling together at the 
very beginning of our marriage. 
The children expect it and I think 
they benefit from it. I prepare them 
well in advance by telling them We 
are going away, where we are go- 
ing and what we will see—that we 
are going to visit the Statue of 
Liberty, for instance. Then when 
the time for the trip arrives, we let 
them help pack our suitcases, and 
so they feel they are part of the 
trip too. 

While we are away, we keep in 
constant touch with the children; 


“In my family, the children come first because 
they are young, and my husband agrees.” 


Betty Russell 
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our payroll’s under control... 





... Or is it under control? 


with Burroughs Accounting Machines, you know 


Best bet for any businessman harassed by accounting data that’re 
tardy, error-ridden or just plain inadequate: bring Burroughs Sensi- 
matic Accounting Machines into action fast. 








It doesn’t matter where the trouble is— payroll, receivables, payables, 
inventory or elsewhere. The Sensimatics can take on any one job or, 
at the flick of a knob, wrap up many—quickly and automatically. 
And you can be sure that the figure-facts you need to comprehend, 
control and guide your business with pinpoint precision will be in 
your hands when you need them. 





Details? Demonstration? Call our nearby branch, or write to 
Burroughs Corporation, Burroughs Division, Detroit 32, Michigan. 


Burroughs and Sensimatic—T M’s 


Burroughs Corporation 
“NEW DIMENSIONS / in electronics and data processing systems” 


Burroughs 
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one method we use is to arrange 
to have a dictating machine wait- 
ing for us at the hotel wherever we 
are going. We also have a dictating 
machine at home; the children 
have become very adept at oper- 
ating it. Thus we're able to ex- 
change recordings with the chil- 
dren each day. We develop stories 
and even games for the children in 
the recordings we mail them. It 
makes them feel that we are almost 
right there with them. 

Clara Burgess: One wonderful idea, 
I think, is for an executive to take 
one of his children along on a busi- 
ness trip occasionally. It is a mem- 
orable experience for the child: the 
trip in itself is broadening and edu- 
cational, and the child has his fa- 
ther all to himself for a while. Such 
a trip is worth missing a week of 
school for, if necessary. I know one 
executive who travels frequently to 
Washington, and has worked out an 
interesting arrangement for taking 
one of his sons along each time. He 
has found a driver in Washington 
whom he can depend on thorough- 
ly. The driver takes care of the 
child during the day, takes him 
sightseeing and then brings him 
back to the father’s hotel in the 
afternoon. Then the father and son 
spend the evening together. 


« We've talked about how an executive can use his 
wife as a business asset. But what can he do to help 
her do a better job in her role of executive’s wife? 


Janith North: I like my husband 
to encourage me to do things that 
I wouldn't do ordinarily. I want 
him to keep me “going to school,” 
so to speak. I want him to make me 
learn a language, for example, or 
learn about rockets and_ other 
things I don’t know about. 

Clara Burgess: I agree that this is 
an area where a wife definitely 
needs her husband’s help. A busi- 
ness executive, because of his re- 
sponsibilities and business contacts, 
is constantly growing intellectually 
and in his personality. I think all 
of us have seen wives who long 
since have been outgrown by their 
husbands. This represents a chal- 
lenge both to the wife and to the 
husband. 


Lynn Cordner: Another way a hus- 
band can help his wife is to give 
her some recognition for the things 
she is doing, particularly the things 
she is doing to help him. I think 
most wives are proud of their hus- 
bands and are willing to mold their 
lives to their husband’s schedules 
and activities. But they want to feel 


that this support is recognized and 
appreciated. 

Audy Lou Colvin: One excellent 
way a husband can give his wife 
recognition is to recognize that she 
likes to do some things on her own. 
She wants to devote the major part 
of her life to helping him, but she 
also wants to hold a portion of her 
life for herself, to maintain her own 
individuality. 

Royle Glaser: That is a very good 
point. A wife defeats her own pur- 
pose if she isolates herself in the 
job of trying to help her husband. 
She can't afford to lose her own 
identity and personality. If she loses 
these, she is of no value to herself 
or to her husband. 


Audy Lou Colvin: An executive can 
help his wife maintain her personal 
identity by applying at home the 
same kind of sound business prin- 
ciples—the same kind of human re- 
lations—that he applies in his office. 
Good executive practice—delega- 
tion of authority, for instance—can 
work at home as well as in busi- 
ness. m/m 


Good executive practice, say these presidents’ wives, works at home as well as in the office. 
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Seen 


Miniature Product 
Reproductions 


Y-7/4 Recognition 


Miniatures of your product on prac- 
tical jewelry creations offer recognition 
that’s always selling. We would like to 
show you what we can do with your 
product. Why not write us today? 


IRONS & RUSSELL COMPANY 


INDUSTRIAL DIVISION 


Fok bu Manufacturers ., 1861 


95 Chestnut Street, Providence, R. 1. 





(Circle number 109 for more information) 


GOT HIGH-PRICED HELP 5 
e LOOKING FOR RECORDS « 


LOW-COST “CONVOY” ? 
e STORAGE FILESe 








All your semi-active or inactive records 
are instantly available. What a time and 
money-saver today! 

Rigidized permanent Drawer and Shell 
construction eliminates shelving and costly 
searching (the biggest item). 

All this at half the cost of steel because 
“CONVOYS” are heavy duty 
corrugated board processed to 
remarkable strength. 

Sizes: letter, legal, check, 
deposit slip, tab card 
10 others. 

There’s a dealer 
near you — or write 


CONVOY, Inc. 


STATION B, BOX 216-M 
CANTON 6, OHIO 
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ONE OF THREE WAREHOUSES owned b 
Denver Transfer & Storage Co., Inc. in 





J.G. MURRAY, Secretary- 
Treasurer of The North Denver 
Transfer & Storage Co., Inc. 





The North 
enver, Colo. 


EASE OF CONTROL and remarkable flexibility of National Accounting Machines 





permit all phases of accounting work to be handled with the same machine. 


“Our Sational System 
saves us ‘0,900 a year... 


pays for itself every 12 months.”’—the North Denver Transfer & 


Storage Co., Inc. Denver, Colo. 


“Our accounting set-up has been 
greatly simplified by our new Na- 
tional Bookkeeping System,” writes 
J. G. Murray, Secretary-Treasurer 
of The North Denver Transfer & 
Storage Co., Inc. “As a result, it has 
made important time- and money- 
savings for us. 

“With a National in our office, we 
have a far faster turn-over in ac- 
counts receivable for both freight 
payment and storage because billing 
reaches our customers more quickly. 
Our National has helped increase 
customer good will, too, by making 


it possible to get end-of-month re- 
ports out on time. Thus, customers 
are better able to handle restocking 
procedures. 

“By increasing our record-keeping 
efficiency, our National System saves 
us at least $5,900 a year, pays for 
itself every 12 months.” 


Creve 


Secretary-Treasurer of The North 
Denver Transfer & Storage Co., Inc. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES @¢ HELPING BUSINESS SAVE MONEY 


(Circle number 117 for more information) 


Your business, too, can benefit from the 
increased efficiency and economy made 
possible by a National System. Nation- 
als pay for themselves quickly through 
savings, then continue to return a regu- 
lar yearly profit. National’s world-wide 
service organization will protect this 
profit. Ask us about the National Main- 
tenance Plan. (See the yellow ¢ 
pages of your phone book.) 





*TRADE MARK REG. U.S. PAT. OFF. 


ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS — 
nce paper (No Carson Required) | 








HIS DESK has the Visible Record 








GLOBE-WERNICKE'’S exclusive features that 
mean greater office productivity at lower costs 


If you’re interested in increasing office productivity and efficiency with 
a rapid return on investment, then it will pay you to investigate all 
the advantages of the complete line of Globe-Wernicke Streamliner® 
Metal Desks. Conclusive proof of actua! dollar savings was found in 
a Time-Motion report made in accordance with Methods Time Meas- 
urement Standards. It revealed that Sec-Tray, just one exclusive G/W 
feature, makes possible a 15% increase in work out-put. This is an 
example of how the features of Streamliner Desks pay their way from 


the very first day! If you would like to know more about how Globe- 


Wernicke Metal Desks contribute to increasing efficiency and con- 
venience of your employees, visit your G/W Dealer.* He will be happy 
to demonstrate the exclusive features of Streamliner Desks—the most 
advanced metal office desk in America. Or write direct Dept. F-8. 





“Dealers listed in Yellow Pages 
under ‘‘Office Furniture’ 


The Globe-Wernicke Co. * Cincinnati 12, Ohio 
Giobe-Wernicke makes business a pleasure 
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Card Tray which fits into the desk 
arm slide and is removable. Holds 
50 cards for 100 complete records 
A concealed locking device assures 
privacy of records 


Verti Swing® or any hanging folders 
suspend directly from sides of file 
drawer . . . no extra hardware or 
special frame needed. Keeps fre 
quently referred to records at his 
fingertips for instant reference 





HER DESK has Arc-Swing® typewriter Sec-Tray® fits under Arc-Swing plat 
platform with specially designed form 
counter-balanced mechanism. From a 
sitting position Secretaries can eas able at her typewriter where supplies 
ily, smoothly raise and lower type are required. Ends tiring twisting, 
writer without tugging, yanking 


pulls out making all her 
stationery supplies immediately avail 


turning, reaching 


(Circle number 104 for more information) 





